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Selling Appliances Takes the Right Kind of Promotion 
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iNSULITE Leadewhip. in Cleveland... 


Survey shows DEALERS PREFER INSULITE 4 tol 
over next leading brand of insulating sheathing 


“Many of my builder-customers 
are saving up to $100” per job 
by using Bildrite® Sheathing!” 


The Cleveland Lumber and Door Co. 
Cleveland, Ohio 





Builders: Al Azolino and 
Charlie Delia, Lath-Rite Co. 


A recent impartial survey in Cleveland showed an overwhelming majority of dealers preferring 
INSULITE BILDRITE SHEATHING. The reason is builder demand... Cleveland builders are getting better 
jobs at a lower cost with BiLDRITE. Here’s how Don Beaumont, prominent Cleveland dealer, explains it: 





‘We sell many thousands of feet of BILDRITE 
SHEATHING because it gives our builder- 
contractor customers good structural insu- 
lation and still saves them approximately 
$100.00 per job. For example, Al Azolino 
and Charlie Delia, two of my best builder- 
customers, have been saving $80.36 on 
every house they build, using BILDRITE 
rather than horizontally-applied wood 


sheathing. And, now they’re going to save 
$20.00 more by eliminating corner-bracing. 
BILDRITE vas the first insulating sheathing 
to be accepted by F.H.A. for use without 
corner-bracing. Besides the dollars-and- 
cents saving, my customers like BILDRITE 
because it’s waterproof throughout and is 
easy to cut and apply.” 


INSULITE'’s acceptance among builders everywhere is bringing greater profits to dealers throughout the 
country. Are you profiting from INSULITE’s product leadership and sound, reliable sales policies? See your 
INSULITE wholesale distributor, or just drop us a card. 


INSULITE DIVISION 
MINNESOTA AND ONTARIO PAPER CO. 
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1—Organization of an integrated and articulate construction industry 


which will provide more and better building products to consumers at 
lower real costs with fair wages and profits to all who serve in the in- 
dustry. 2—Coordination of all production, marketing, research and 
professional activities concerned with the development, sale, and delivery . 
to the consumer of building products—including the functions of the 
manufacturer, wholesaler, retailer, architect, realtor, contractor, me- 
chanic, financier, association official and public servant. 3—Identifica- 
tion of the building products merchant as a central headquarters for the 
industry’s consumer selling activities in the local community. 4—Per- 
petuation of the American ideal of a free people as the basis of a more 
abundant and meaningful life for all. 5—Informative, educational and 
merchandising-minded journalism and service toward these ends. The 
Editors. . 
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Self-Storing Combination SCREEN and 


look At These Exclusive Features 


Made from finest kiln-dried 
Ponderosa Pine 


Comes completely weather 
stripped 


Provides controlled ventilation 





Costs no more than an ordinary 
screen and storm window 











Toxic-treated — rot proof... 
moisture resistant 
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WASHINGTON REPORT 





Questions about farm building construction for 
next season are coming in. Don’t take these an- 
swers too seriously, for the unexpected can 
happen; but here are a few tentative indicators 
of things to come. 


Farm building materials for 1952 are likely to be 
in pretty good supply; and there are some reck- 
less persons who say this will include steel. 
Sure enough, not all Defense Production peo- 
ple think so; and they are certain that copper 
and brass will be short. 


The American Iron and Steel Institute thinks 
there’ll be steel for defense, with enough left 
over to give civilian users as much for 1952 as 
they bought in the high year of 1950. Chair- 
man Grace, of Bethlehem, says demand for 
structural steel has been falling off since April; 
also that current orders are below current pro- 
duction. 


Farm builders can be sure of enough lumber. A 
dealer may at times be out of some item; but at 
present lumber is coming off the sorting chains 
faster than it’s being sold. Plenty of standing 
timber; plenty of mills; and, as of now, plenty 
of mill and woods labor, or so we’re told. 


Plywood, at this writing, is being produced in the 
Pacific Northwest at a rate 20 per cent above 
sales. So prices have jiggled down a bit. How- 
ever, excess production is aimed in part at an 
expected step-up in Federal buying at the 
year’s end. 

Production of plywood logs is declining at the mo- 
ment, too; which may also strengthen mill 
prices. But the output of the 70 mills in the 
Columbia River area has been about 55,000,000 
square feet a week; which is a lot of plywood 
in any man’s language. 

Cement inventories: The NRLDA made a check 
recently; found that cement stocks in the 
hands of dealers are spotty. This seems to be 
the story everywhere; but a good many short- 
ages show up in the general areas where big 
defense plants are being built. Cement is an 
important item in farm construction. Some 
anxiety about the supply, next year. 


Corrugated metal roofing seems to be available; 
but not in large quantities. Most dealers han- 
dling this item seem to get rather regular ship- 
ments but not in quantities as large as they 
want. Some exceptions, naturally. But pro- 
ducers say that rolled sheets, recently in short 
supply, should soon be in something of a 
surplus. 


The supply of special equipment, such as elec- 
trical apparatus, is important in the over-all 
problem of farm buildings. For example, a big 
dairy barn might be deferred for a year or so if 
milking machines, milk coolers, cream separa- 
tors and the like were not available. 


The dairy industry reports that, up to now, 
there’s been no trouble in getting this special 
equipment. In addition to milking machines 
and milk-handling apparatus, farmers use hay 
driers, grinders, feed choppers and a lot of 
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other electrically-operated machinery. Farm- 
ing has changed since Theodore Roosevelt rode 
the range. 


It’s not only barn and milk-room equipment that’s 
important. Electric ranges and refrigerators 
are commonplace in the country. Ever wash a 
cream separator? Neither have we. Well, it’s 
said to have some 60 parts; and these things 
can be washed in an automatic dishwasher in a 
matter of minutes. No dishwasher? Then may- 
be no cream separator. And no dairy barn. 
There’s doubt about future supplies of this elec- 
trical apparatus; because of the scarce metals 
in its construction. 


Jack Haines, of the Building Materials Divi- 
sion of the NPA worried out loud at a recent 
conference over the supply of brass for plumb- 
ing fixtures; thought the supply would be down 
by 50 per cent next year. He’s afraid all B prod- 
ucts are going to present a tough problem. 


Farmers have a lot of influence in Washington; 
and they’re likely to get a reasonable percent- 
age of what they need, even of scarce materials. 


The Department of Agriculture doesn’t put out 
its farm production guides until December; but 
it’s pretty certain that the request will be for 
bigger production. 


The USDA will ask for a lot more feed crops for 
fattening meat animals. It’s pretty sure, too, 
that farm production price supports will stay 
at high levels. Farmers will get listened to 
when they request buildings and equipment 
needed to produce and store this larger yield. 


Prospects for more steel in the near future and 
for more aluminum by the middle of ’52 has in- 
spired military men to crowd their remaining 
defense-production industrial construction into 
next year, instead of spreading it through ’53 
and into ’54. This helps explain a lot of those 
press stories about drastic shortages. 

Save for actual big-scale war or, next to that, a 
big-scale war scare, there isn’t likely to be 
much shifting of the military-civilian produc- 
tion balance; until at least the fourth quarter 
of next year. You know; that election. But if 
we do get introduced to some real tough people 
overseas, all bets are off. 


Ed Libbey, of the NRLDA, says that, if we can 
make out without a global war, this next year 
ought to be a pretty good time for a farmer to 
put up the buildings he needs. Building ma- 
terials men are resourceful; and with some 
planning and substitutions they can nearly al- 
ways get the necessary, and lawful, materials. 


A lot of wordy disagreements among Federal offi- 
cials about the number of houses to be built in 
1952; so much, in fact, that the arguments don’t 
seem to get anywhere. 

The HHFA wants a lot of houses; thinks that 
925,000 would be the minimum number the 
country could make out with. But the agency 


will listen to reason to the extent of settling 
for 850,000. 





FORDYCE 
REFINEMENTS 


All Fordyce pine prod- 
ucts are double end- 
trimmed, grade and 
trade-marked, respec- 
tively, on opposite ends 
which are then waxed 
for protection against 
moisture and for bright, 
clean appearance in 
your bins. 


FORDYCE LUMBER ia 


FORDYCE, ARKANSAS 


Ad 





Never Against the Middle! 


On the contrary, Fordyce’s clean cut official branding, 


enhanced by double end-trimming and paraffin 
protection, assures you quality standards and product 


refinement at both ends and all the way between. 


Keys to your confidence, these brands certify 
authentic grading supplemented by registered 
trade-mark and maker's signature as unmistakable 


pledges of responsibility. 


To avoid the gamble and kick-backs 
which so often arrive in the same car with 


lumber anonymous, play safe... 


BUY BRANDS YOU KNOW! 


Tg 











Manufacturers of Branded Arkansas Soft Pine, Royal Oak Flooring, WOLMANIZED* treated lumber. 


*Reg. U.S. Pat. Off. 
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NEWS BRIEFS 





From reports around the nation, there appear to be adequate 
supplies of most building materials. In some cases, we hear, sup- 
plies might be termed more than adequate. 


ss $8 


At the same time, some Washington bureaus, dissatisfied with 
the mounting number of house starts during the second half of 
1951, envision restrictions that will cut starts in 1952 down to ap- 
proximately 700,000. Other bureaus have already allocated ma- 
terials for the first quarter of 1952 at the rate of 850,000 houses 
for the year. So it is safe to assume confusion will continue. But 
here are some Washington angles to consider: 


ss. * *% 


Eric Johnston, of the ESA, says we should not start more 
than 500,000 houses. They say Eric’s going to quit pretty soon; 
may run for the Senate in the State of Washington. He’s not much 
interested in how much stuff there is available to build how many 
houses. He thinks that more than 500,000 would blow the inflation 
gasket. 

co * x 


The ODM, which is top dog in the controls hierarchy, hasn’t 
yet found out what it thinks; rather guesses the DPA’s figure of 
700,000 is about right. If you ask this page, we think that if we 
can skip global war scares, the number of houses built will be about 
the number the public wants to undertake paying for. That might 
be the top suggestion or a bigger one; or it might be the bottom 
suggestion or a smaller one. 


zs * * 


_ Sure enough, the national economy mounts up with statistical 
wings of a eagle. The Commerce Department says the national 
income, adjusted to seasonal factors, in the second quarter reached 
the annual rate of $274,300,000,000. The first. quarter, $269,400,- 
000,000. In ’48 supposedly a boom year, it was $223,500,000,000; 
and in ’39 it was $72,500,000,000. 


ss: s 


Looks like booming prosperity, and maybe it is; but there’s 
uneasiness. The Washington Post made a tabulation of 100 repre- 
sentative industrial corporations and found that their earnings 
for the third quarter of this year were 25 percent less than for the 
third quarter of last year. Higher taxes; higher operating costs. 


. * * 


Higher taxes and higher prices are hitting John Q. Public, 
too. John’ll build a house this year; if he figures he can afford it. 
Probably he can. But John’s beliefs about what he can afford are 
likely to have a lot more to do with residence construction totals 
in ’52 than will any federal agency calculations. 


ss * #8 


Industrial construction in September of this year was 200 
percent ahead of industrial construction in September of last year. 
Commercial construction, on a similar comparison, was down by 
17 percent. Total for both types in September, of this year, was 
$303,000,000. 
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PAUL S. VAN AUKEN, convention-ex- 
position director of the National Asso- 
ciation of Home Builders. 


Largest NAHB Convention 
Planned for January 20-24 


The 1952 convention and ex- 
position of the National Asso- 
ciation of Home Builders 
planned for Chicago, January 
20-24, is expected to set new 
records for attendance and will 
occupy the largest area of any 
NAHB show to date. More 
than 6,000 new members have 
joined NAHB since the 1951 
convention last January. 

Joseph B. Haverstick, Day- 
ton, Ohio builder, chairman of 
the convention committee, is 
developing the program that 
will include coverage of na- 
tional issues affecting the build- 
ing industry as well as the 
technical and business prob- 
lems of the builder. In addition 
to Haverstick the committee in- 
cludes: Paul L. Burkhard, 
Glendale, California; Franklin 
L. Burns, Denver, Colorado; 
Frank A. Collins, Chester, 
Pennsylvania; Clarke Daniel, 
Kensington, Maryland; E. M. 
Spiegel, New Brunswick, New 
Jersey, and Robert R. Schnei- 
der, Canton, Ohio. 


Next Year's Convention 
Dates 


BMEA has announced the 
following list of convention lo- 
cations and dates for 1952. Al- 
though there are possibilities 
of changes, most dates are defi- 
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nite. Corrections will be made 
in these columns as they may 
occur. 


January 14, 15, 16—Kentucky Retail 
Lumber Dealers Assn., Brown Hotel, 
Louisville, Ky. 


January 15, 16, 17— Northwestern 
Lumbermen’s Assn., Minneapolis, Au- 
ditorium, Minneapolis. 


January 23, 24, 25 — Southwestern 
Lumbermen’s Assn., Municipal Audi- 
torium, Kansas City, Mo. 


January 20, week of —Ohio Retail 
Lumbermen’s Assn., Cleveland Audi- 
torium, Cleveland, Ohio. 


January 21, 22, 23—Western Retail 
Lumbermen’s Assn., Olympic Hotel, 
Seattle, Wash. 


January 28, 29, 30—Northeastern Re- 
tail Lumbermen’s Assn., Hotel Stat- 
ler, New York City. 


January 29, 30, 31—Wisconsin Retail 
Lumbermen’s Assn., Municipal Audi- 
torium, Milwaukee, Wis. 


February 5, 6, 7—Michigan Retail 
Lumber Dealers’ Assn., Civic Audi- 
torium, Grand Rapids, Mich. 


February 6, 7, 8— Middle Atlantic 
Lumbermen’s Assn., Chalfonte-Had- 
don Hall, Atlantic City, N. J. 


February 6, 7, 8— Mountain States 
Lumber Dealer’s Assn., Shirley-Savoy 
Hotel, Denver, Colo. 


February 6, 7—Lumber Dealers Asso- 


ciation of Western Pennsylvania, Wm. 
Penn Hotel, Pittsburgh, Pa. 


February 12, 13, 14—IIlinois Lumber 
& Material Dealers Assn., Sherman 
Hotel, Chicago, II. 


February 13, 14, 15—Virginia Build- 
ing Material Assn., Richmond or Roa- 
noke. 


February 17, 18—Mississippi Retail 
Lumber Dealers’ Assn., Buena Vista 
Hotel, Biloxi, Miss. 


February 24, week of—Intermountain 
Lumber Dealers’ Assn., indefinite. 


February 26, 27, 28—Indiana Lumber 
& Builders’ Supply Assn., Murat 
Temple, Indianapolis, Ind. 


February 27, 28, 29—Nebraska Lum- 
ber Merchants Assn., City Auditorium, 
Omaha. 


March 11, 12—North Dakota Retail 
Lumbermen’s Assn., Fargo or Bis- 
marck, N. D. 


March 12, 13, 14—Iowa Retail Lum- 
bermen’s Assn., Iowa Exhibit Bldg., 
Des Moines. 


March 18, 19, 20—Carolina Lumber & 
Building Supply Assn. 


Between March 15 and April 15— 
Montana Retail Lumbermen’s Assn. 


March 19, 20—Louisiana Building Ma- 
terial Dealers’ Assn., Jung Hotel, 
New Orleans. 





March 25, 26, 27—Tennessee Building 
Materials Assn., Nashville. 


March 27, 28—JIndependent Retaij 
Lumber Dealers’ Assn., Hotel Radis. 
son, Minneapolis, Minn. 


April 13, week of—Florida Lumber & 
Millwork Assn., indefinite. 


April 15, 16, 17—Southern California 
Retail Lumbermen’s Assn., Ambassga- 
dor Hotel, Los Angeles, Calif. 


April, first week of—Mississippi Re- 
tail Lumber Dealers’ Assn., indefinite, 


April 20, week of—Texas Line Yard 
Retail Lumber Dealers’ Assn., indefi- 
nite. (Possibly Galveston.) 


April 23, 24, 25—Lumber Merchants’ 
Assn. of Northern California, San 
Francisco, Calif. 


Market Centers 


KANSAS CITY — Yellow 
pine mills in the Southwest 
continue to sell more than their 
current production and this ac- 
counts for the strength in the 
market. Prices are holding firm 
at recent advances. Shortages 
in some items are cropping up, 
notably in the key dimension 
and board stocks. 

A combination of factors re- 
sulted in the good price struc- 
ture of lumber. No. 2, 8-inch 
boards were commanding as 
much as $93 a thousand in the 
local market and 2 by 4’s were 
bringing $90. B & btr flooring 
sold as high as $170. 

Retailer buying was not es- 
pecially strong, but the short- 
age of labor at mills, heavy di- 
rect defense plant buying, gov- 
ernment purchases and bad 
weather combined to strength- 
en the price list. 

Another important factor 
was that many of the small 
mills which contributed a lot 
of lumber to this market closed 
down last summer when prices 
were not conducive to a profit- 
able operation and have not re- 
opened on account of the 
weather. 

Retailers are not too keen 
about stocking up for the win- 
ter; in fact most yards have 
less stock on hand than a year 
ago. Replacements have been 
confined to mixed car buying 
to fill out broken stocks. 

The Federal Reserve bank of 
Kansas City in its report cov- 
ering 173 line yards in seven 
states in the Tenth (South- 
west) district found that retail 
lumber sales in September were 
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AMERICA’S POPULAR 
RESIDENTIAL LOCKSETS 





yal 


— Aollg mere FITS THE PICTURE 


eee WITH THE 200 AND 300 SERIES OF SELF-ALIGNING | 
LATCHSETS AND LOCKSETS ...BEST IN THE LOW PRICED FIELD! : H 


Here’s a Quality product that’s made of only the best materials: Brass, Aluminum 
and Steel! The 200 and 300 series of latchsets and locksets continues to increase 
in demand daily, all over America as the home builder, contractor, dealer and 
jobber become acquainted with this great lock in the low priced field. 


CHECK THESE meade FEATURES! 
THEY ASSURE SATISFACTION, DEPENDABILITY, LONG SERVICE 


QUALITY—Knobs and rosettes are brass. Case is BEAUTY—Knobs and rosettes are polished to a bril- 












MANUFACTURED BY 
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lifetime non-rusting cast aluminum. Latch has brass 
front and bolt with steel case. Working parts used in 
these locks are all steel. 


INSTALLATION—Quick, easy, self-aligning . . a big 
time saver ... only two holes to drill. 





liant luster and protected by an infra-red baked, clear 
enamel finish. A lock you can point to with pride 
when installed in a home. 


SAFETY—Axtomatic kickoff on all bathroom locksets 
is an important feature. Lock kicks off automatically 
with turning of inside knob or accidental closing of 
door when in locked position. 


4865 EXPOSITION BOULEVARD © LOS ANGELES 16, CALIFORNIA 













‘Who said FLETCHER 
Wood Scrapers 


are better? 


The people who 
use them . . 


S 


The people who 
have compared them 


Tere is no better jydge of any tool than 
Users of FLETCHER 
Wood Scrapers acclaim them better and they 


the person who uses it. 


are especially impressed with the instantaneous 
blade changing mechanism. Blades are actually 
changed in ten seconds. 


One of the 5 FLETCHER models will meet 
your customer’s requirements. Scraper sizes are 
from 1” to 2!/,” and blade sizes are from 1” to 
3”. Stock extra blades for your customer's con- 
venience and keep them coming back to your 
store. 


Ask your jobber about the FLETCHER Wood 
Scraper assortments, and extra profits for you. 


THE FLETCHER - TERRY COMPANY 


575 SOUTH STREET FORESTVILLE, CONN. 








30 per cent less than a year ago, 
For the first nine months of 
1951 the volume measured 2j 
per cent less than in the like 
1950 period. 

Inventories of these same 
173 yards on September 30 
were 7 per cent smaller than a 
year ago. 

TACOMA—Faced with the 
new owners’ declaration that 
the plant will definitely not be 
re-opened, former employes of 
the Wheeler Osgood plywood 
plant here are discussing the 
possibility of forming a co- 
operative to continue produc. 
tion in the _ presently-closed 
plant. A statement issued by a 
committee representing the em- 
ployes pointed out that in ad- 
dition to being a major supplier 
of plywood in the area, the 
plant has long been a landmark 
and a vital payroll producer 
for Tacoma. The firm, along 
with its properties in Oregon 
and California, was sold re- 
cently for $4,316,802. If the co- 
operative is formed—presum- 
ably along the lines of other 
formerly privately-owned ply- 
wood plants in the city which 
have turned to the co-op form 
of operation—it will be a 100 
per cent-employe-owned com- 
pany, with every worker own- 
ing a share of stock and sharing 
in the profits of the firm, the 
employes’ statement read. Of- 
ficials in the state capitol, 
meanwhile, reported an all- 
time record in the cutting of 
Douglas Fir lumber during the 
first half of 1951. A total of 
5,832,000,000 feet were cut up 
to July 1, exceeding the prev- 
ious record, established in 1950, 
by 17 per cent for the first six 
months of the year. One of the 
several lumber shipments out 
of Tacoma late in October was 
aboard the Weyerhaeuser 
Steamship company’s W. L. 
McCormick, which loaded ap- 
proximately 3,500,000 feet on 
Puget Sound for the East 
coast. 


BALTIMORE—The market 
in Southern pine is little 
changed for the last month. 
As an index on prices, some of 
the supplies from nearby 
sources have been coming in 
for $95 per M for 2x10 and 
2x12 material in 14 and 16 foot 
lengths, with $80 the quotation 
on the shorter lengths. 

Some of the yards dependent 
on construction again have 
found themselves bypassed by 
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builders, but this is not a new 
complaint, having been heard 
off and on during the postwar 
boom. 

The bloom is off the rose in 
another sense in the building 
trade in that some recently 
constructed moderately priced 
houses are not moving. One of 
the reasons is that money to 
lend at the GI 4 percent rate 
through the Veterans Adminis- 
tration is to all practical pur- 
poses non-existent. This cou- 
pled with the fact that many 
of those who would like to bor- 
row at that rate also do not 
have sufficient down payment 
has had some effect on building 
and allied business. 

In spite of some of the 
gloomy talk of building here 
during the current year, latest 
statistics do not seem to bear 
it out. True, September build- 
ing permits for Baltimore 
totaled only $2,710,080 com- 
pared with $6,521,315 for the 
same month last year. But the 
nine-month total actually is 
somewhat ahead of 1950, ac- 
cording to the latest tabulation 
—$66,038,420 compared with 
$64,997,420. 

Shipyards continue at a 
rather fast clip, and lumber- 
man with this business have 
had a good year and expect to 
retain much trade during the 
winter months. One lumber 
yard is completing delivery of 
half a million feet of heavy 
Southern pine timber in addi- 
tion to other shipyard needs. 

Some local lumber operators 
also have been benefiting re- 
cently through lack of fir 
clears in both Philadelphia and 
Norfolk. And also have had 
substantial orders in Southern 
pine. 

Cypress continues to be a 
scarce item for the top grade 
material. One dealer benefited 
recently on a chance shipment 
of green cypress at $100 per M 
to lay away for the long proc- 
ess of drying. First grade cy- 
press is unchanged at $250 and 
above. 


The hardwood market in gen- 
eral still maintains its quiet 
but spotty appearance of the 
last few weeks. 


In the fir plywood market, 
many of the supply companies 
find themselves somewhat over- 
loaded. For a number of weeks, 
there has been almost a glut, 
and the prices have been fierce- 
ly competitive. One large com- 


BuILpINc Propucts MERCHANDISER 





LUMBER OUTPUT AT NEW HIGH 
of Lumber in the United States"... or | 


suet in the First Six Months of Each Year SOAR FT 
21 1932-1951 2 








I 
ae | 





18}— 7 i 18 
15} 2 id yt LA ts 
k HHH HHA 











































































































pany reported the condition of 
the mills being overloaded and 
the jobbers over-ordered. Many 
could have canceled orders but 
found the availability of the 
lumber of greater value and 
have sold plywood at below 
cost to keep it moving. Mean- 
while, all are watching Port- 
land, Oregon, closely where the 
government is expected to be- 
gin placing orders, taking per- 
haps 35 per cent of the supply. 
When military buying begins, 
dealers figure the picture will 
change completely. 

SEATTLE—A new annual 
building record looks probable 
for this city if permits confinue 
to be granted at the rate of the 
first three quarters. In the nine 
months of 1951 permits totaled 
$46,557,985 which is nearly 
$3,000,000 ahead of last year 
when the record of $57,350,690 
was set. 

The lumber market is char- 
acterized by cautious buying 
by the trade but doubt is ex- 
pressed here that prices will 
get any lower. Local log short- 
ages have forced some mills to 
cut lumber from other species 
such as cedar. Fir and hemlock 
uppers are weakening but di- 
mension prices are quite firm. 
It is hard to place orders for 
kiln dried dimension. Three 
inch fir flooring in straight cars 
as well as hemlock drop siding 
can be purchased cheaper than 
other grades particularly in 
British Columbia. 

Cutting is very firm with lots 
of business offered for any 
kind. Prices run 10 to 20 dol- 
lars higher in British Colum- 
bia. Green dimension is mostly 
sold in transit. There is a little 
forward buying for delivery 
after the first of the year. Dry 
hemlock dimension is a little 
firmer. Cedar siding has lev- 
eled off but 10 inch bungalow 
siding is in short supply and 
prices vary. Differences between 
mills in pine prices continues. 
1x12 Ponderosa common is a 
little stronger. 

Shingles are weaker than a 


fortnight ago due to lack of line 
yard buying. Many mills are 
down because they cannot oper- 
ate profitably at the current 
market. Only place where costs 
could be reduced is in logs and 
this is unlikely. Plywood oper- 
ators have cut prices about five 
per cent across the board. 


Lumber—National 

Lumber shipments of 492 
mills reporting to the National 
Lumber Trade Barometer were 
5.9 percent below production 
for the week ending October 
27, 1951. In the same week new 
orders of these mills were 5.7 
percent below production. Un- 
filled orders of the reporting 
mills amounted to 42 percent 
of stocks. For the reporting 
softwood mills, unfilled orders 
were equivalent to 24 days’ pro- 
duction at the current rate, and 
gross stocks were equivalent to 
54 days’ production. 

For the year-to-date, ship- 
ments of reporting identical 
mills were .02 percent below 
production; orders were 2.3 
percent below production. 

Compared to the average 
corresponding week of 1935- 
1939, production of reporting 
miils was 72.0 percent above; 
shipments were 65.2 percent 
above; orders were 80.5 percent 
above. Compared to the cor- 
responding week in 1950, pro- 
duction of reporting mills was 
6.7 percent below; shipments 
were 13.1 percent below; and 
new orders were 3.5 percent 
below. 


Western Pine 

Production of Western Pine 
and Associated Woods by the 
107 mills reporting to the West- 
ern Pine Association for the 
week ending October 27,1951, 
totaled 76,126,000 feet. This 
compares to 83,732,000 feet for 
the same period last year. Ship- 
ments for the week ran to 68,- 
967,000, 9.4 per cent below pro- 
duction. For the same week a 
year ago shipments amounted 
to 91,041,000 feet. Orders for 
the period came to 67,443,000 
feet as compared to 79,871,000 
feet a year ago. Unfilled orders 
at the week’s end totaled 205,- 
740,000 feet, while gross stocks 
amounted to 850,415,000 feet. 


Southern Pine | 


The production of Southern 
Pine by the 114 mills reporting 
to the Southern Pine Associa- 
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tion for the week ending Octo- 
ber 31, 1951, amounted to 18,- 
629,000 feet, or 5.07 percent be- 
low the three year average. Or- 
ders for the week ran to 20,127,- 
000 feet, 2.57 percent above the 


three year average and 8.04 
percent above production. Ship- 
ments for the week amounted 
to 19,604,000 feet, 0.10 percent 
above production. Unfilled or- 
ders totaled 57,629,000 feet. 


The Lumber Market at Presstime 


The following index is intended merely as a check on bu 
a compilation and average of mill prices at press time an 


ing practices. It is 
should not be con- 


sidered as current on the day the magazine is received. The prices should be 
useful in following market trends and as a check on purchases made approxi- 
mately ten days before receipt of the magazine—the Editors. 


DOUGLAS FIR 
Vertical Grain Flooring 
B&Btr. Cc D 
rr 170.00 165.00 110.00 
Flat Grain Flooring 
err 140.00 130.00 98.00 
BP -weetevennces 160.00 155.00 105.00 


Drop Siding 


1x6 (Pat. #106).155.00 150.00 110.00 
1x6 (Pat. #116).155.00 150.00 110.00 


Ceiling 

MEM eccces oe. -125.00 123.00 80.00 
BE tinoweesk eens 115-125 120.00 80.00 

Boards and Shiplap and 2” 

(green) 1x6 1x8 1x10 1x12 
MO. EF cccctaee 76.00 74.00 76.00 
No. 2 ....69.00 68.00 67.00 70.00 
No. 3 ....57.00 60.00 57.00 60.00 


No. 1 Dimension 


12’ 14’ 16’ 18’ 20’ 
2x 4 78.00 78.00 79.00 78.00 78.00 
2x 6 77.00 77.00 78.00 80.00 80.00 
2x 8 177.00 77.00 77.00 76.00 76.00 
2x10 77.00 77.00 77.00 77.00 77.00 
2x12 77.00 77.00 77.00 77.00 77.00 


No. 2 Dimension 


2x 4 70.00 70.00 73.00 70.50 
2x 6 69.00 68.50 69.00 73.00 
2x 8 69.00 69.00 68.50 68.50 68.50 
2x10 68.50 68.50 68.50 68.50 
2x12 67.00 67.00 67.00 67.00 


No. 3 Dimension R/L Only 


BD vcenccerencnedesceestecuee 50.00 
2 SPAT rr ee ee 46.00 
BE © ccdcccedeteeseseoccceoeseus 44.00 
Fatt error TT err Tree TTT eT poet 


nda 10-12 for dry lumber) 





WESTERN PINES 


Ponderosa Pine 


Selects 

$2 or 48 4/4RW 5/4RW 8/4 RW 

Cemeeers Bebe ccccee 250.00 265.00 260.0 

Shop, S28 No. 1 No. 2 
NL vai as Wie. axe OS yaieia wale eae 145.00 135.00 
TE tachasdedeneheanenawe 135.00 115.00 

Commons 2&Btr. No. 3 No. 4 

S2 or 48 RW 106 RW75 RW 62 
eet acecees 108.00 75.00 63.00 
Be Be eeeecns 117.00 85.00 63.00 

Idaho White Pine 

Selects 

S2 or 48 1x4 1x6 1x8 5/64 


San” RL 250.00 265.00 270.00 265.00 
evcece 205.00 225.00 230.00 235.00 


Perea S2 or 48 No.1 No. 2 No. 3 
i «stceneenne 147. 00 135.00 110.00 
DEED cvtuvscrcas 147.00 135.00 110.00 

Sugar Pine 

Selects 


S2 or 48 4/4RwW 5/4RW 6/4 RW 
B&Btr. RL. . , 
C RL 


ina eae - -275.00 285.00 295.00 
Re 255.00 255.00 260.00 
Shop, S28 No. 1 No. 2 No. 3 
petaeees --165.00 125.00 85.00 

Se éeetsoenes 165.00 165.00 85.00 
MG eocvvesscdneee 165.00 85.00 


SOUTHERN PINE 


Vertical Grain Flooring 
B& Cc D 
BE wveccuecnews 190.00 180.00 160.00 


raxace: aaeearariceee 165.00 155.00 115.00 
1x6 jimanenaaee 200.00 190.00 150.00 
Drop Siding 
1x6 (Pat. * +106). 195.00 185.00 155.00 
1x6 (Pat, #116).195.00 185.00 155.00 
Boards & oP 
x 


1x8 1x10 1x12 
No. 1 ...135.00 135.00 140.00 185.00 
No. 2 ..- 83.00 88.00 88.00 93.00 
No. 3 ... 73.00 80.00 80.00 86.00 


No. 1 Dimension 
12’ 14’ 16’ 


20 

2x 4 93.00 94.00 96.00 106.00 106.00 

2x 6, 89.00 89.00 90.00 100.00 100.00 

2x 8 92.00 92.00 94.00 100.00 102.00 

3x10 102.00 103.00 103.00 111.00 114.00 

2x12 108.00 108.00 108.00 119.00 124.00 
No. 2 Dimension 
2x 4 86.00 87.00 89.00 99.00 99.00 
2x 6 82.00 88.00 84.00 93.00 95.00 

8 82.00 83.00 84.00 93.00 95.00 

2x10 86.00 87.00 87.00 93.00 95.00 
2x12 86.00 87.00 87.00 93.00 95.00 
No. 3 Dimension R/L Only 

ae 6 UP (eces | see 

oc 6 GEOG fees 





2x 8 67.00 

Me MD 56a ° sans dose 

Se EE, -ganh sakes eaee 
REDWOOD 


x8 A&Btr. Siding eeeceeaeaeeeeee 160.00 

x8 A&Btr. Siding ..........+- 185.00 

ES 6 Bsds Bee. cocccccccccoce AEE 

IS 6 Bike BR: ceccecceccnm Seewe 

1x oe R/L A&Btr. eeeeeeeeeeeeee 196.00 

1X10 R/L A@Btr. ...cccccceccee 310.00 
A&B 


Prices for red cedar “siding in mixed 
cars, new bundling, 6 to 18’ are: 
Beveled Siding, % Inch o,e “pe 


Cle oor 
Bx inch ...... 95.00 83.00 75.00 


Finish 
grt A&Btr. Siding .........+++ 130.00 


x5 inch ......120.00 118.00 88.00 
x6 inch ......156.00 1438.00 120.00 
%x8 inch ......185.00 173. ~ 130.00 
Ciear Bungalow Siding, % bye 
8 inch ........210.00 198.00 160.00 
10 inch ........330.00 nt 00 175.00 
12 inch ........330.00 228.00 166.00 
Finish, B and Btr. 828 or 48, 
6-16’ or Rough 
1x 8 eseeveesecseres+eesuune mamas 
1x10 eeeeeeeeeeeeeeeeeee 176. 0 
1x12 eeeeeeeveaeeeeeeeeeee 185.00 
Ceiling or Flooring, 
B and Btr., 9-16’ 
B&Btr. 





Cc D 
UZB wccccdcccccecheeee ' $7.00 85.00 
BES vcasicoessccoeee 97.00 85.00 
RED CEDAR SHINGLES 
Royals 
PEED accede esoeenes . 2° 13.25 
Sg rr er 
eee ar ree 25 
Perfections 
p og fy. er 9.50 
DSR OREM, oc cect cedeeees 5.50 
ee, Ee ae 4.00 
ee es ae eee 8.25 
MD eveceetiseeveeene 


16” 5/2 5.50 
1076/38 BB vcccccccccccccce Setb> 6.00 


ENGELMANN SPRUCE 


Boards and Shiplap 
dry) . 1x 1x8 1x10 1x12 
No. 2&Btr..104.00 107.00 108.00 112.00 
No. 3&Btr.. 86.00 87.00 88.00 87.00 

No. 1 eee aes 


1 7.5 7 

Ne. 2 Dimension 
2x 4 69. 50 69.50 69.50. 69.50 69.50 
6 69.50 69.50 69.50 69.50 69.50 
2x 8 69.50 69.50 69.50 69.50 69.50 
2x10 69.50 69.50 69.50 69.50 69.50 
2x12 65.50 65.50 65.50 65.50 65.50 
(Boards graded No. 1, 2, 3, at flat 
price; no price for straight No. 2. Mills 
do not grade out No. 3 Dimension sepa- 

rately as in fir.) 





WESTERN HEMLOCK 


Vertical Grain Flooring 
B& . D 
widen. cig 150.00 140.00 100.00 


iatea aerate 135.00 125.00 93.00 
1x6 nada ees -+++-155.00 150.00 100.00 
Drop Siding 
1x6 (Pat. #106).145.00 135.00 105.00 
1x6 (Pat. #116).145.00 140.00 105.00 
Ceiling 
SEX4 once cece ee 105.00 100,00 60.00 
eee 110-120 105-115 90.00 
Boards and Shiplap and 2” we 
1x6 1x8 x10 1x12 


No. 1 -80.00 82.00 $2. 00 82.00 
No, 2 -77.00 77.00 77.00 177.00 
No. 3 -62.00 64.00 64.00 64.00 


No. 1 Dimension 
12’ 14’ 16’ 18’ 20’ 


x ere re 54.00 
errr er rer ee 53.00 
ee ee ree ee ee 52.00 
BELG ccccccccccsecccecccecscecss 51.00 
BE1Z .ccccccccccccs C06 bin 6ele 8 eee 51.00 





OAK FLOORING 


Clear Pln #§x2% #§x1% %x2 %x1% 
White ae ta] 165.00 145.00 135.00 


Red 5.0 165.00 145.00 135.00 
Sel Plain 

White 165.00 145.00 125.00 110.00 

Red 165.00 145.00 125.00 110.00 
#1 Co 

White 145.00 115.00 55.00 45.00 

Red -145.00 115.00 55.00 45.00 
#2 Mixea - 100.00 75.00 50.00 40.00 
15” Shorts 
#1 Com, 


& 
Btr. ....110.00 85.00 45.00 35.00 
#2 Com. .. 85.00 65.00 40.00 30.00 


WESTERN RED CEDAR 


Prices for red cedar siding in mixed 
cars, new bundling, 6’ to 18’ are: 
Beveled Siding, % inch 

Clear 4.90 cone? 





%x4 inch ...... 80.00 77.00 55.00 
%x5 inch ...... 0 83.00 60.00 
%x6 inch ...... 100.00 100.00 75.00 
%x8 inch -130.00 128.00 95.00 
Clear Bungalow Siding, %4 Inch 

DE ctewcoees 0.00 158.00 120.00 
err 193. 00 181.00 135.00 
De SOE scescace -195.00 193.00 155.00 


Finish, B and Btr. S2 or 4S, 
6’ = 16’ or rough 


he Es Ra a PU reer ee eee ee . -240.00 
, seer er e+ 250.00 
| Le Se ase eee Ts - 250.00 
Ceiling or flooring, ane Be 9-16’ 
Yr. 
DEE Heonevervces 105.00 100.00 90.00 
ee 120.00 115.00 95.00 
Discount on mouldings, 6-20’ odd 
lengths. 
Series 8,000— 


aren under 4.00—list plus 35 per 


Listing 4.00 and over—list plus 35 
per cent. 
Clear Lattice, 6-16”, 5-16’ 
| eee Rr 
DE e6 nb 600s) 400 8h ee OET CUS avekeee 
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APMI SALES WAREHOUSES: 925 Toland 
St., San Francisco; 4814 Bengal St., Dallas; 4003 
Coyle St., Houston; 4268 Utah St., St. Louis; 
1026 Jay St., Charlotte, N. C.; 111 W. Welborn 
St., Greenville, $. C.; Eugene and Willamina, 
Oregon. 
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The experience of Associated Plywood 
Mills dates from 1921. That is a long time 
in the relatively young plywood industry— 
long enough to mark APMI as one of the 
pioneers in the development and growth of 
this important building product. 


The rich, rain forests of Oregon yield the 
fine Douglas fir that comes to APMI mills. 
These mills are among the largest and most 
modern in the plywood industry. They pro- 
duce quality exterior and interior panels 





that are grademarked and trademarked. 


APMI plywood is available in major 
building and distribution areas. Your in- 
quiries are welcomed at our general offices, 
or at APMI sales warehouses. 


SSOCIATED 


PLYWOOD MILLS, INC. _ 


GENERAL OFFICES 
EUGENE, OREGON. 


2\ 











All the qualities and features that open sales . . . and 
smoothly close them! That’s the Sargent Liquid Door 
Closer! 

It has a fine reputation! (Hundreds of thousands of 
them are giving completely satisfactory performance.) 

It has a wonderful “background’’. (Nearly 50 years’ 
experience in the manufacture of closers makes Sargent 
the leader in the field.) ; 

It has quality features that give precision closing, per- 
fect control. (Universal application without changing 
parts. Double rack and pinion. Two-speed control and 
easy adjustment.) 

Demonstrate the Sargent Liquid Door Closer—and 
watch it sell itself! 


SARGENT PRODUCTS: 
INCLUDE: 


Integralocks, Exit Bolts, 
4500 Line Locks, 
Night Latches, 
Screen Door Hardware, 
Miscellaneous Builder’s 

Hardware 


Ask your supplier or us for 
complete information. 
Write Dept. 3L. 


A better product by— 







Sargent 


and Company 
New York « NEW HAVEN,. CONN. « Chicago 


Builders Hardware and Fine Tools since 1864 
22 








Letters to the Editors 


About That Fire Prevention Check List 
C. H. Tilton, Jr., Chief Engineer 


> U. S. Epperson Underwriting Company 


Kansas City, Missouri 
Dear Mr, Tilton: 

As you know, we published an article (“How to 
Protect Your Yard Against Fire”) in conjunction 
with Mel Brink in our October 6 issue. 

We find ourselves under criticism from certain 
metropolitan dealers who occupy high-value real estate 
in connection with points 1 and 3 of the 10-point fire 
prevention check list. (Items 1 and 3 referred to in the 
letters above were listed on a 10-point fire prevention 
check list. They stated: 1. Maintain 100-foot space 
between buildings and lumber in yard. 3. Maintain 
25-foot alley between lumber piles in the yard.—The 
Editors.) 

As a matter of fact, isn’t it quite impractical in 
almost any yard to maintain a 100-foot space around 
every building the dealer might own that is free of 
any lumber pile; also, isn’t it impractical to maintain 
a 25-foot unoccupied radius around every pile of 
lumber in a lumber yard? 

I would greatly appreciate your clarifying these 
two points in the 10-point check list. 

Arthur A. Hood, Editor 


Dear Mr. Hood: 


Thank you for your letter of October 26. I am 
sorry that the article written by myself in conjunction 
with Mel Brink has been criticized as you indicate. 

Referring to Items 1 and 3 of the ten-point fire 
prevention check list, this is to advise you that these 
two particular items were put in there for a reason. 

For your information, we insure a tremendous num- 
ber of lumber manufacturing plants throughout the 
United States. What I mean by lumber manufacturing 
plants includes manufacturing of raw lumber; namely, 
sawmills, planing mills, dry kilns, lumber sheds, lum- 
ber on yard, etc. There are a certain number of these 
operations that maintain clear-spaced lumber yards, 
and on each and every one of these lumber properties 
falling under this category we recommend the clear 
spaces as indicated in these two items. 

I probably am at fault in this respect in that, nat- 
urally, there are a great many retail yards where this 
ruling would not apply and it would be physically im- 
possible to maintain a 100-foot clear space between 
buildings and lumber in the yard where it came to 
retail yards. The same is true with Item 3, in regard 
to maintaining a 25-foot space between piles. 

Of course, there are a great many retail yards where 
this could be done. On the other hand, there are a 
great many congested city yards where it could not 
be done, and here again, this item would apply par- 
ticularly to the large lumber manufacturing plant 
that is a combination manufacturing and retail unit. 

As previously stated, I, no doubt, am at fault in 
this respect and I would appreciate your clarifying 
this to your readers. Certainly, I agree with the lum- 
bermen in that on congested city properties of retail 
yards, it would be an impossibility to maintain this 
100-foot clear space and 25-foot alleyways. However, 
there isn’t any question in my mind but what a mini- 
mum of 15-foot alleyways could be maintained on any 
and all lumber yards. 

C. H. Tilton, Jr., Chief Engineer 


November 17, 1951, AMERICAN LUMBERMAN & 














weevwrd ww wo —_—_ wy 


ra RK FR ee 


nd 


Qt SBS Be ODO te VS OD 8 


Ca Oe 6 


VW m= ° 


— | 


= ™ F<" @ 


a 








Reading for Profit 


EDITORIAL 


Wanted — One Hour a Week of Your Precious Time! 


It is said that man is happiest who thinks the 
most pleasant thoughts. It is equally true that 
that man profits the most who puts to work the 
most of the best profit making ideas. 

We think about ideas. 

Ideas come from listening, observing, reading! 
We read for both pleasure and profit. The ever- 
increasing distractions of modern life put a 
premium on every waking minute—especially 
reading time. 

The dealer of a generation ago had ample time 
to read his business paper—the pace of life was 
leisurely—time competitors such as radios, mov- 
ies, television, organized sports and the other 
sirens of our age of speed were yet to be felt 
importantly. 

The American Lumberman reader of the 90’s 
could browse through the book at a leisurely 
pace. Today there are a dozen cultural and 
pleasure-filled diversions for every available 
hour. 

And yet inter-industry and intra-industry com- 
petition and the other many-sided problems of 
retailing today make business paper reading 
more necessary than ever! 

A recent analysis of 10,000 retail failures in 
all industries revealed that inefficient manage- 
ment was the cause in 86% of the cases. It fol- 
lows that where profits are inadequate, manage- 
ment thinking is likewise inadequate. It is ap- 
parent that now, more than ever before, retail 
lumber-dealer management must keep abreast 
of the latest in executive techniques in order to 
sustain and increase net profits. 

The business paper is the only place where the 
dealer can go for a continuous and comprehen- 
sive review of the latest strategies, tactics and 
instruments of successful retailing. There is no 
other source of such complete information. Busi- 
ness-paper reading is the only way to assure 
that business judgment will keep pace with 
environmental changes. 

To meet this challenge, the modern business 
paper must be streamlined for the age of speed. 
The minutes and hours of readers’ time must 
be conserved. 

Second, third and fourth generation American 


Lumberman readers are finding that we have 


adjusted our editorial material to the hours 
which today’s executive can profitably spare for 
reading and study. Management problems are 
departmentalized and every word and illustra- 
tion is weighed for its impact on executive strat- 
egy. It is edited for rapid assimilation. 

Able management today has three types of 
plans—current, intermediate and long swing. 
Our editorial material is highly seasoned with 
case histories of the current activities of extraor- 
dinarily successful dealers, both small dealers 
and large! But each issue also covers the need 
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for forward thinking and planning. 

How much time does a reader need to digest 
the American Lumberman? It depends, of 
course, on how well the mental food is masti- 
cated. You can go through the book from cover 
to cover, and in two hours of concentration— 

You can note every ad, and measure its oppor- 
tunity for you— 

You can digest the latest news including Wash- 
ington developments— 

You can study the new cost saving methods— 

You can analyze current market data— 

You can find out about new products and new 
information about old ones— 

You can note storm warnings and danger 
signals in the news— 

You can weigh the new sales and profit ideas 
on every page. 

When the senior executive has read the paper 
he can pass it along through the organization— 
it is estimated that an average of five dealer em- 
ployes read each issue gleaning the rich and 
helpful material in the American Lumberman. 

Over 100 different writers (including editorial 
and advertising) contribute to each issue. These 
100 writers are paid to prepare material that will 
(a) interest you, (b) be profitable to you. Their 
very future depends on their doing their job 
well. In a single year you receive 3,640 pages of 
profit-making advertising and selling data—the 
equivalent of 10 text books on sales and general 
management. 

It is obvious that only by cover-to-cover read- 
ing, can you be sure that you haven’t missed 
that “idea a day that will keep red ink away.” 
Two hours should suffice for a full reading of 
the average issue. Read with a pencil and note 
pad. Mark and underscore items for others in 
the organization to note. Clip and file material 
you want to save for your own future attention. 

You will find that 60% or more of the informa- 
tion between the covers of each issue of AL&PBM 
consists of techniques for securing more sales 
and net profits, reducing losses and increasing 
efficiency. 

Cover-to-cover reading at one sitting is best 
and home reading is most productive. But, 
whether at home or office—all at one time or 
piece-meal, each issue of American Lumberman 
should be kept at your elbow until you have 
looked at every page. 

No man can say truthfully and no man will 
ever say wisely, “I’m too busy to read my busi- 
ness paper.” It is one mental activity that can- 
not be skipped without loss. 

Nothing is going on in any retail establish- 
ment anywhere that cannot be improved. The 
quickest, easiest and most prolific source of 
improvement ideas is your business paper. 
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PROFESSIONAL advertising talent re- 
turns its cost many times in the form 
of live prospects. 
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MODERN STORAGE AND HANDLING METHODS cut costs while advertising 
builds sales. Notice concreted yard and large openings in building so that pal- 
letized loads can be set up by lift truck. Steel strapping is used to make unit 


loads. 
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telephone number. Brand name suggests quality. 


Here’s How Modern Management Builds Sales 


A definite program for each phase of opera- 
tion means more sales and profits for Walker Lumber 
Company in Casper, Wyoming 


Thad Walker is a young lum- 
berman with young ideas— 
sound, modern ideas about ad- 
vertising and business methods, 
and about yard layout, building 
use and material handling. 
Thad Walker symbolizes the 
revolution in merchandising 
that is taking place throughout 
acd whole building materials 

eld. ' 
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His over-all sales approach, 
Walker points out, “is based on 
the belief customers want to 
buy packages. If a woman 
needs and wants a more con- 
venient kitchen, she thinks of 
herself using the finished pack- 
age. She has no use for ran- 
dom cabinets—or counter tops 
—or labor—or, for that matter, 
even for the money we can 


make available for a new 
kitchen. But when we, as a 
dealer, are in a position to fit 
all these divergent parts and 
services into a finished kitchen 
—then we are making it possi- 
blt for the housewife to buy 
something she does want and 
can use.” 

“Then you supply labor and 
financing as well as materials?” 

“We have an excellent financ- 
ing system, but we do not have 
carpenters or other outside 
workers on our staff. However, 
we work so closely with our 
carpenter-contractors that cus- 
tomers get a complete package 
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THAD WALKER says his perpetual 
inventory system is an important 
profit builder. 


the same as if we supplied the 
labor.” 

“T should point out,” Walker 
went on, “that we try to confine 
our sales effort just as much 
as possible to the office. We 
concentrate on selling the pros- 
pect when he or she walks in 
the door.” 

“That’s fine—but how do you 
get enough people to walk in 
the door?” we asked. 

Walker pulled some ads from 
his desk drawer. Almost with- 
out exception these ads had 
snap. They compelled atten- 
tion and readership. They 
showed that professional un- 
derstanding of the aims of ad- 
vertising that sells merchan- 
dise. 

Right there we were made to 
realize why many dealers don’t 
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ISLAND DISPLAYS ARE PURPOSELY SLOPED so that 
it is impossible to set unwanted materials on displays. 








OOLS are placed on islands in center 


of store traffic pattern between entrance and service counter. A carefully 
chosen array of shovels, forks and racks are displayed along the wall. 
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in yard. 


have much luck with their ad- 
vertising. They don’t under- 
stand the job it can do. Hence 
they let just about anybody 
make up their ads. It’s about 
the same as turning a wood 
— loose on a fine cabinet 
job. 

Walker’s ads are made up by 
a trained advertising man with 
an abundance of talent. The 
cost comes back many fold in 
the form of live customers 
walking in the store’s front 
door. 

Business methods count heav- 
ily in making a modern retail 
lumber store operate efficiently. 
Walker uses the best proced- 
ures and equipment commen- 
surate with the size of his yard. 

“And here’s one I wouldn’t 
do without,” Walker told us, 


DISPLAY WINDOWS ARE LIGHTED at night to attract 
attention of motorists. Large sliding door (right) closes 





o 


patting a small filing cabinet. 

It turned out to be a per- 
petual inventory file. Every 
item in the yard is listed in that 
compact case—and it’s kept up 
to date daily. 

Although Walker’s staff is 
small, one girl is detailed to 
keep the inventory control up 
to the minute. It takes her 
about three hours a day. In re- 
turn, Walker knows exactly 
how he stands business-wise at 
all times. He can instantly 
compare sales and inventory 
to budgeted figures as well as 
to the previous year’s figures. 
Walker knows where he’s go- 
ing. 

Material storage and han- 
dling have been brought up-to- 
date to make the most efficient 

(continued on page 82) 


33 








ag es 


1. Planning 
2. Introduction & 


Approach 


3. Presentation or 


Demonstration 


4. Close 
5. Follow Up 
6. Records & Repo: 


W. W. GATES, head of the appliance department, holds. up 
a placard outlining the “Six Stages of Selling,’ the basic 
elements in a course for his salesmen. 





RECORD OF ACCOMPLISHMENT shows how each sales- 
man stands. Sales supervisors are Ken Reveille, left; Terry 


Young, right, with W. W. Gates, head of the department, 


recording sales. 


How to Move Appliances 


Here’s a Texas dealer who sells almost a million 
dollars worth of appliance business annually when 


other dealers are holding cut-rate sales. 


Read how the 


Calcasieu Lumber Co. in Austin, Tex., does it. 


In five short years, Calcasieu 
Lumber Co. in Austin, Tex. has 
developed an annual near-mil- 
lion dollar appliance volume. 
In business since 1883, the firm 
operates a department - store 
type of business for homeown- 
ers and builders. 

The appliance department 
was added a little over five 
years ago. W. W. Gates was 
named by William S. Drake, Jr., 
company president, to head the 
new department. Mr. Gates 
brought to his new job 10 years 
of experience in the sales de- 
partment of Proctor & Gamble, 
the soap company which is well- 
known for the thorough train- 
ing of its salesmen. 

Starting from scratch, Mr. 
Gates has built this department 
into almost a million dollar an- 
nual business. Besides the big 
display space for appliances on 
the main floor, a branch was es- 
tablished in a busy shopping 
area. This branch last year sold 
1,000 refrigerators of just one 
make, placing it in the No. 1 po- 
sition for the entire country for 
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this make of refrigerator. 

The same branch developed a 
rental business in appliances 
that produces $500 monthly in- 
come from this source! 

Mr. Gates obtains results with 
thorough training of his sales- 
men. His training is based on 
six important factors of selling: 

1. Planning. 

2. Introduction and 

approach. 

3. Presentation or dem- 

onstration. 

4. Close. 

5. Follow-up or post-sales 
calls: 

6. Records and reports. 

In capsule form, Mr. Gates’ 
sales philosophy adds up to 
this: 

“If a man works and works 
right, he’ll get business.” 

When he hires a salesman, 
Mr. Gates tries to select one 
who will adopt selling as a ca- 
reer. That is his first step in 
teaching a basic selling rule: 
planning. Adopting selling as 
a career is long-range planning. 
The next step is to train the 
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Cover photo: Appliance department in 
Czerwiec Lumber Company’s new 
South Side store, Chicago. 


man to plan his monthly, week- 
ly and daily work. 

A man who uses conscientious 
planning, instead of guess work, 
gets results, Mr. Gates believes. 
He approaches his work as a 
professional. 

A professional approach 
teaches a man to seek prospects 
on a systematic basis. He keeps 
in close touch with Calcasieu’s 
credit department which has 
names and addresses of its gen- 
eral customers, many of whom 
are appliance prospects. 

One of America’s outstanding 
salesman, according to Mr. 
Gates, once said that he had 
bought 31 automobiles from 31 
different salesmen. Mr. Gates 
uses this anecdote to point out 
to his staff that follow-up of 
customers sold, customers who 
are enthusiastic about their new 
appliance, is an excellent pro- 
ducer of additional prospects. 
He trains his men to make a 
post-sale call on every new 
owner. 

To make the other five fac- 
tors operative, a salesman must 
set aside a definite time each 
day for records and reports. 
Good records, he says, promote 
more sales and mean the differ- 
ence between amateur and pro- 
fessional performance. 

Each salesman has a daily 
work sheet. This sheet shows 
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HOW CUSTOMERS can use coin 
meters to pay for rental of refrigerator 
is explained to a customer by Roy E. 
Knight. Meter can also be used to buy 
a refrigerator on the lay-away plan. 


the salesman’s name; number 
of worked days planned for in- 
side and outside; monthly ob- 
jective; names, addresses and 
remarks for each prospect; 
earnings and daily standing. 

Mr. Gates encourages the 
men, his “professionals,” to 
read books on selling. Some of 
the meetings are devoted to a 
study of sales literature, chap- 
ter by chapter. Mr. Gates also 
stimulates reading of not only 
appliance and builders trade 
journals, but trade journals in 
other business fields, on the the- 
ory that sales ideas may be 
found in a variety of trade 
journals. 

Half of Calcasieu’s appliance 
sales staff works outside one 
week, the other half inside; 
then they rotate. Each works 
under a sales supervisor. Senior 
sales supervisor is Ken Reveille, 
an aggressive young shoe sales- 
man, the first man to join Mr. 
Gates professional career men. 
Terry Young is the other super- 
visor. 

Each of the supervisors aids 
his crew to plan, canvass, fol- 
low-up; they hold their own 
sales meetings and vie for lead- 
ership in sales. 

The firm backs up the appli- 
ance department with newspa- 
per and direct mail advertising. 

A Gates-trained salesman is 
alert to the possibilities of get- 
ting prospects from local 
tradesmen, the grocer, baker or 
gas station operator; from me- 
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THESE MEN spearheaded drive which sold 1,000 refrigerators last year at Cal- 
casieu’s branch outlet. Standing, Albert Lange and G. G. Vasquez. Lange can- 
vassed the rural areas, using a truck loaded with new appliances; Vasquez 
worked the city territory. Seated, Roy E. Knight, supervisor, and Carl Olson, 


branch manager. 


ter readers and insurance sales- 
men and other non-competitive 
salesmen. 

Terry Young, employed by 
Mr. Gates as a salesman, and 
later promoted to sales super- 
visor, for example, has obtained 
many live leads from the man 
who sold him his automobile. 
They periodically exchange 
prospect lists. 

Mr. Gates impresses his sales 
staff, which sometimes totals as 
many as 18 men, with the im- 
portance of the approach: the 
salesman’s greeting, his appear- 
ance, self-confidence, enthusi- 
asm and smile. All these have 
an effect on the prospect. 

To give his salesmen self- 
confidence, Mr. Gates period- 
ically calls on one of them to 
give a five-minute talk before 
the appliance staff. Occasion- 
ally, one of the men talks to the 
entire Calcasieu staff. 

To demonstrate appliances 
properly, the salesmen must 
first have product knowledge. 
The appliance staff meets each 
morning at 7:45. For 45 min- 
utes they drill on product 
knowledge and sales methods. 
Men exchange ideas. They 
check their plan for the day. 

At these meetings men also 
check the “board of accomplish- 
ment” which shows each man’s 
sales record and progress for 
the period. The newest man on 
the staff has “K.P.” duty: he 
prepares coffee for the meeting. 

If the staff plans well, knows 


its merchandise and demon- 
strate it well, the next step, the 
close, comes naturally and di- 
rectly. 

Since the main store is not in 
a foot or auto traffic area, Cal- 
casieu early in 1950 opened a 
branch appliance outlet in a 
busy working district shopping 
area. Under the leadership of 
two other aggressive young men, 
Carl Olson, manager, and Roy 
E. Knight, sales manager, this 
branch established a record in 
a short time. 

They repair and recondition 
damaged, repossessed and 
trade-in appliances which are 
used for rentals. On the aver- 
age used refrigerator, for exam- 
ple, the service department in- 
vests $12 to $15 for material 
and labor to put it in good, 
clean condition, then rents it at 
a minimum rental fee of $5 per 
month. The fee is based on the 
approximate investment in the 
_— Rental fees start at 


The branch runs ads headed 
like this: “Rent a new refriger- 
ator for 33 cents a day... costs 
less than ice!” 

For this purpose they used 
brand new refrigerators, but 
last year’s models. State legis- 
lators, college students, mili- 
tary families and vacationers 
rent enough appliances to bring 
the store $500 from this source 
every month. 

The regular office staff han- 
dles this business; hence cost of 
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You Can RENT this New... 


1-H REFRIGERATOR 
FOR ONLY 33° A DAY 


AT THE CORRAL 
AUSTIN’S RENTAL 
HEADQUARTERS 


Yes, you con have this beautiful, conveni 
ent refrigerator to use in your home tor just 
few cents @ day. A perfect opportunity 
if you ore not permanently settled, or if 
you do not want to buy right now. And it's 
@ wonderful refrigerator thot gives you 
huge shelf area and the right kind of stor- 
ege, yet tokes up little Hoor spece. 


@ Holds 35 Ibs. of frozen food 








@ Exclusive Build-in Bottle Opener 








©@ Meot Frigidrawer Holds 142 Ibs. 


Call or come by the Corral today! See how © 24 Shelf Arrangements 
Gory it is to rent « new refrigerator... 


for a few days... ores long as you need it! 


© Transporent Plastic Crisper 
Holds 11.3 Quarts 
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NEWSPAPER DISPLAY ADS like 
this one developed leads which lead 
to a $500 income in rental business. 


this operation is small. The 
Corral charges $5 for the de- 
livery and installation of a 
rental appliance. This fee is 
on the basis of amortizing the 
investment of the appliance in 
about 18 months. 

Like the main Calcasieu ap- 
pliance staff, The Corral also 
conducts vigorous selling cam- 
paigns. Men and women canvass 
both city and rural areas. 

Backed by direct-mail adver- 
tising, and using the basic meth- 
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SALES SUPERVISOR TERRY YOUNG does some prospecting for new sales him- 
self. He scans the firm’s general customer list, visits new home and moderniza- 
tion jobs, checks club, church and legal periodicals for leads. 


ods of selling stimulated by Mr. 
Gates’ training program, this 
store sold 1,000 refrigerators 
in its first year of operation. 
They ranked number one in the 
entire country in this field! 

Calcasieu’s appliance division 
also sold three or four cars of 
home freezers. 

The Corral rents not only re- 
frigerators, but ranges, wash- 
ing machines and sewing ma- 
chines. 

How successfully Mr. Gates 


trains his “professionals” can 
be seen from these case his- 
tories. One young man, who 
was earning $500 to $600 a 
month as a Calcasieu appliance 
salesman was set up in his own 
business by his father, who was 
impressed with his son’s excel- 
lent results. 

A second Calcasieu man was 
hired by a major appliance 
manufacturer; a third now has 
an $11,000-a-year job with an 
advertising firm. 


How Appliance Picture Looks Through June, 1952 


Westinghouse, the nation’s second 
largest producer of home appliances, 
will spend $8,000,000 on advertising 
and promotion this final quarter of 
1951. This is about double the $4.5 mil- 
lion spent for this purpose in the same 
period of 1950. Other appliance manu- 
facturers are likewise spending huge 
sums on promotion at this time. 


This is the outlook as pre- 
dicted by T. J. Newcomb, sales 
manager, Westinghouse Elec- 
tric Appliance Division, before 
the Southwestern Electric Ex- 
change in New Orleans this 
month. 

The industry will produce 
this fourth quarter about 35% 
less than it did in the fourth 
quarter of last year, or about 
25% less than it averaged dur- 
ing the first six months of this 
year. 


We are constantly being 
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warned that material cuts, pos- 
sibly up to 10%, will be neces- 
sary for the first six months of 
1952. If this takes place, the 
cut might be somewhere around 
40% less than it was in the last 
six months of last year and in 
the range of 30 to 35% less than 
in the last six months of this 
year. 


Selling Available Appliances 


We feel that the outlook is 
very good, even to the extent of 
there being a possible shortage 
in the peak spring season. To 
be sure, there will be heavier 
carry-overs of this year’s mod- 
els on some products, like re- 
frigerators and ranges, than 
any year since the war. Yet, 
with the apparent cuts we face 
in the first six months of next 
year, they could well be needed. 

Barring an international cri- 
sis, I am not predicting another 


scarce buying boom. Neither 
am I predicting that the public 
will be push-overs. I am merely 
stating that there will be far 
less appliances produced; even 
with some higher carry-overs, 
a short supply could develop in 
the spring. 

We will be enjoying the high- 
est national income during that 
period in our history. More 
defense facilities will be in pro- 
duction, many of them on an 
overtime basis. Personal in- 
comes will continue to rise. Dis- 
posable incomes will also rise 
despite increased taxes, and 
consumer durable goods ex- 
penditures for many years have 
closely paralleled disposable 
income less subsistance cost of 
living. Therefore it seems that 
most of the factors point to a 
sound economy through the 
first six months of next year 
and the strong urge to “live 
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The Mengel Company ... America’s largest manufacturers of hardwood products 
@ growers and processors of timber e manufacturers of fine furniture @ veneers @ 
plywood e flush doors e corrugated containers @ kitchen cabinets and wall closets 
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“Believe it or not’!—Mengel Flush Doors 
with faces of genuine African Mahogany can 
now be bought for less than comparable doors 
built with many conventional domestic woods! 


Why? Because Mengel, drawing from its own 
vast logging concessions in the heart of Africa’s 
Gold Coast, brings its fine Mahogany veneers to 
America in tremendous volume. Second, Mengel 
has the wood-working equipment and know-how 
to manufacture its top-quality doors with mass- 
production economy and efficiency! 


Use the coupon to get full details about Mengel 


_Mahogany Doors. Until you know the facts, you'll 


never appreciate the extra luxury, the extra values 
now immediately available for any kind of job. 


ie 





THE MENGEL COMPANY 
Plywood Division, .Louisville 1, Ky. 


Gentlemen: Please send me full information on Mengel Mahog- 
any Flush Doors—Hollow Core and Stabilized Solid Core. 


Name 2 scmalinal 
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Here's the new improved GREEN- 
tee Calculator for carpenters and 

other wood workers. It gives bit sizes 
for screws, nail specifications, concrete 
and mortar mixes... compares charac- 
teristics of various woods, converts linear 
to board feet . . . provides instant answers 
to many other building problems. All 
this for only 25c. 


But it does another job that’s even more 
important! It builds extra Green.er 


hand tool business for you! 


As Greentee Calculators go out to the 
thousands upon thousands who write in 
for them in answer to GREENLEE national 
advertising, they are accompanied by 
literature telling all about the famous 
Green.ez line. Thus, every month more 
and more people everywhere become even 
better acquainted with Green ues Chisels, 


CULATOR | 


for your 
hand tool 









Improved Greenlee Woodworking 
Calculator makes more and 
more customers for Greenlee 


high quality tools... 


Gouges, Auger Bits, Spiral Screw Drivers, 
Automatic Push Drills and the other high 
quality GreeNnwee tools you stock. 


Here’s another example of the sales- 
making ‘‘plus’’ that brings extra cust- 
omers to you when you handle the 


GREENLEE line. 





NOW, YOU TOO CAN USE THE 
GREENLEE CALCULATOR TO 
BUILD EXTRA STORE TRAFFIC 


Stock and display these Handy Calculators for 
extra business. They sell on sight to those who 
work with wood, cither as a hobby or as a 
trade. If you prefer, they can be furnished 
imprinted with your store name to serve as an 
ideal advertising reminder, either when sold 
at the regular 25c price or given to your special 
customers. Write today for free sample, dis- 
count, and cost of imprinting. 











GREENLEE 





2271 


GREENLEE TOOL COMPANY, 
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TWELFTH STREET, ROCKFORD, 


department 


ILLINOIS 











electrically” would seem to 
make our outlook very bright. 

There has been strong evi- 
dence in the past few months 
that prices were headed for a 
nose dive. However, there was 
definitely no relationship be- 
tween the distressed prices that 
have prevailed and actual costs, 
I believe we have reached the 
leveling-off period with inven- 
tories under control and prices 
starting to firm. 

There is nothing to suggest 
any trend but upward on prices. 
Cost factors continue to rise in 
every phase of our business 
and it surely applies to yours, 
too. Not only are costs con- 
tinually rising, but we face a 
much reduced volume, due to 
material shortages. 

The estimated wired homes 
as of September 1 of this year 
numbered 40,100,000. Electric 
refrigerators are in 36,500,000 
of these homes with a satura- 
tion of 91%; 9,063,000 wired 
homes with electric ranges for 
a 23% saturation; 950,000 elec- 
tric dish washers with 3% sat- 
uration; 550,000 electric dryers 
with 1.3% saturation. 

Now reviewing each of these 
appliances in terms of a long- 
range outlook: Electric refrig- 
erators, despite a 91% satura- 
tion point, have one of the 
brightest futures of all, since 
most of them are obsolete right 
at this minute because they do 
not have fully automatic self- 
defrosting. 

In electric ranges we have 
quite a different saturation pic- 
ture, but one that has just 
reached its bloom of real ex- 
pansion. 


1. In 1933, there were 16 gas 
ranges sold to every electric 
range. 


2. In 1950 there were 1.6 gas 
ranges sold to every electric 
range (and this includes bottled 
gas ranges, too). 

3. In 1933, there were 20 gas 
ranges in use for every electric 
range. 


4. In 1950, there were four 
gas ranges in use for every 
electric range. 


The dish washer has a satur- 
ation point of only 3% and the 
dryer around 1.3%. However, 
practically all of these have 
been sold since the last war, 
which is indicative of their real 
acceptance with _ saturation 
potentials that are barely 
scratched. 
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Yes .. . you'll haul more for less with a Dodge ‘“‘Job-Rated’’ 
truck that’s factory-engineered to meet your requirements 
for handling building supplies and materials. 


You’ll be able to carry bigger loads of building supplies with- 
out danger of overloading. Balanced Weight Distribution 
assures that the right proportion of the load is carried on each 
axle. On many models, greater payloads than ever before 
are assured by increased axle capacity. 


At loading platforms and construction sites, you’ll enjoy the 
greater maneuverability and short turning diameter made 
possible by short .wheelbase, wide tread front axle, and 
cross-steering. 


And these are the most powerful trucks in Dodge history! You 
get “‘Job-Rated’” power—plenty of thrifty power that’s right 
for your job! Furthermore, low upkeep costs and long truck 
life are certain because of traditional Dodge dependability. 


Let your nearby Dodge dealer show you how these new 
Dodge ‘‘Job-Rated” trucks can save you money. See him soon! 


J0b-Rolad' TRUCKS DO THE MOST FOR YOU 


BuILDING PropucTts MERCHANDISER 








How Dodge trucks are “Job-Rated’”’ 
for the building supply business 


A Dodge “Job-Rated” truck is engineered 
at the factory to provide the best in low- 
cost transportation . . . last longer . . 
save you money. 

Every unit from engine to rear axle is 
*Job-Rated”—factory-engineered to haul 
a specific load. 
Every load-CARRYING unit—frame, axles, 
springs, wheels, and tires—is engineered 
to provide extra strength and capacity 
necessary to support the load. 

Every load-MOVING unit—engine, clutch, 
transmission, propeller shaft, rear axle, 
and others—is engineered to move the 
load under the most severe operating 
conditions. 

From a wide range of models, you can 
select a truck that meets your operating 
conditions. 
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Interpretations of Government Regulations 


Some questions and answers about federal rules 
which may affect your operation. 


The following questions and an- 
swers were part of a panel discus- 
sion at the recent fall session of the 
Board of Directors of the National 


Retail Lumber Dealers Association, 


held in Chicago. 

The questions and answers pre- 
sented hefe cover how government 
restrictions affect sales made by 
dealers. A subsequent story will 
cover purchase restrictions. 


Q. As a Retail Lumber Dealer, can 
anybody give me an order that takes 
preference over some other business 
that has been offered me? 

A. Yes. If you have the materials 
in stock, or running, in the absence 
of similar orders previously accepted, 
you must accept certified “ACM” 
orders, and rated orders. 


Q. What do you mean by “ACM” 
order? 

A. “ACM” stands for Authorized 
Controlled Material. When a person 
has been granted an authorized con- 
struction schedule, or an authorized 
production schedule, he is given an 
allotment of controlled materials and 
a specific symbol which identifies a 
particular program. 

For instance, F-9 means a construc- 
tion schedule granted by HHFA 
through approval of a CMP-4C appli- 
cation, while the symbol U-7 would 
mean a self-authorized construction 
schedule for residential construction 
granted any builder or contractor 
under Direction 1 to CMP Reg. 6. A 
person with the latter authorization 
could give you an order with the 
following identification: 

“U-7—1-Q-52 

For delivery February 15, 1952 

Certified Under CMP Reg. 6 

(Signed )—Contractor—Builder” 
This would be an “ACM” or con- 
trolled materials order, and would 
have preference over an uncertified 
order for the same material. 


Q. As far as my stock as a Retail 
Dealer is concerned, what materials 
do I handle that are “Controlled Ma- 
terials”? 

A. Of the items normally handled 
by retail dealers, only the following 
need be considered “controlled ma- 
terial’: 

STEEL: Nails, reinforcing bars; 
sheet metal for flashing, termite 
shields and roofing; structural steel 
(includes lintels if dimension is over 
3 inches); lintels and small angles 
with dimensions less than 3 inches 
wide. After January 1, 1952, add cor- 
rugated and V-crimp roofing and wire 
mesh. (While not directly connected 
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with construction, barbed wire, woven 
wire fence, and bale ties are con- 
trolled materials.) 

COPPER: Tubing and pipe; sheets 
for flashing and termite shields; the 
copper content of electric wire an 
cable. 

ALUMINUM: Permitted only in 
Industrial Construction — would in- 
clude sheet aluminum. 


Q. What do you mean by a Rated 
Order? 

A. A rated order carries the prefix 
“DO” or “DX.” An allotment of con- 
trolled materials carries with it the 
right to apply a rating to obtain 
other than controlled materials. In Q. 
No. 2 above where the builder is self- 
authorizing with the U-7 allotment 
symbol he might place an order with 
you for plumbing fixtures, or doors, 
or plywood, and identify it with: 

“DO—U7—1-Q-52 

For delivery February 20, 1952 

Certified Under CMP Reg. 6 

(Signed )—Contractor—Builder” 
This would be a “Rated Order” and 
would take precedence over any un- 
rated orders you might have for the 
same materials. 


Q. You mentioned the symbol F-9. 
Would that take precedence over the 
U-7? 

A. No. All controlled materials ma- 
terials allotment symbols are of equal 
value. The letter designates the 
agency, and the number designates 
the program for which an allotment 
is made. 


Q. Is the same thing true of Rated 
Orders? 

A. As far as “DO” rated orders are 
concerned, yes. However, the Depart- 
ment of Defense and A.E.C. have been 
given a super-priority for emergency 
use which takes precedence over 
“DO” rated orders. It is known as 
“DX” and can be used to displace 
“DO” in your order file. 


Q. I am still not sure about which 
orders I must accept and the order of 
preference. Suppose you list them in 
the order of their priority? 

A. “ACM” orders, those certified 
with a letter and number calling for 
controlled materials are all of equal 
preference, and must be accepted by 
a dealer if they do not interfere with 
other “ACM” deliveries or certified 
orders. “ACM” orders are for con- 
trolled materials only. As to all other 
materials, a rating system is estab- 
lished, and dealers must accept rated 
orders that do not interfere with other 
rated order deliveries on their books. 
Rater orders have the following pref- 
erential status: 

1. All “DX” rated orders will have 


equal preferential status. Any “Dx” 
rated order shall take priority over 
any unrated or “DO” rated order. 

2. All “DO” rated orders will have 
equal preferential status. Any “DO” 
rated order will take priority over 
any unrated order. 


Q. What about all these construc. 
tion limitations and restrictions? How 
do they apply to my sales? 


A. Orders like M-4A and CMP 
Reg. 6 are applicable only to the 
owners, builders or contractors doing 
the actual construction work. There 
is no burden on you to police these 
orders. Unless you have good reason 
to believe the law is being violated, 
none of these regulations restrict your 
sales and you have a perfect right to 
accept orders — certified, rated or 
otherwise —for any materials you 
have in stock, consistent with the pat- 
tern outlined in ‘ 


Q. As a builder myself, what re- 
strictions are there today on com- 
mencing construction? 


A. The restrictions against com- 
mencing construction are based pri- 
marily on the amount of controlled 
materials that will be’ used in the 
project. The only type of construction 
for which permission must be ob- 
tained in advance regardless of the 
amount of controlled materials used, 
is multi-unit residential construction 
(more than four dwelling units; 
apartment-type structures) for these 
you must submit a form CMP-4C to 
HHFA. 


Q. As a builder, can I self-authorize 
orders for these respective amounts 
of controlled materials? 


A. Not all of them. You cannot 
self-authorize for the amusement and 
recreational facilities, but you can 
self-authorize for amounts not ex- 
ceeding those listed for the other 
types of construction in Q. 10 above. 


Q. Should I ask my customers for 
Certifications or Ratings? 


A. At the present time the “ACM” 
certifications would be of no value 
unless you are a direct mill distributor 
of brass or copper mill products, so 
there is no reason today for asking 
for such certifications, since you can- 
not extend them to replace. As far as 
ratings are concerned—“DO” or 
“DX”—those can be extended to re- 
place inventory and if the item you 
are selling is not easily replaced you 
might well ask your customer for a 
rating, if he can give one. 


Q. If I need this “DO” rating to 
obtain other than controlled materials 
and my customer does not know 
whether he can give a rating or not 
how do I advise him? 

A. Find out what he is going to do 
with the material. If he is building 

(continued on page 48) 
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You can sell the Wooster De Luxe 
Roll-On Painter with complete assur- 
ance that its amazing mew top-quality 
mohair cover applies a// paint products. 
Gives excellent results with primers, 
oil, water and rubber-base paints—yes, 


. 
~ 











ALSO AVAILABLE .. . to give you 


a complete line of Roll-On Painters 
for every price range, every purpose! 


DYNEL MODEL. Economy-priced 
all-purpose model for oil, water 
and rubber-base paints. 


LAMB’S-WOOL MODEL. Medium- 
priced model with improved 
lamb's-wool cover for oil, water 
and rubber-base paints. 


4", 7” and 9” widths in all models, 
supplied individually or in combination. 
Replacement covers available for all 
models in all sizes. 


WOOSTER 


THE WOOSTER BRUSH COMPANY - WOOSTER, OHIO 


PAINTS (00-n SMOOTHER, FASTER, EASIER WITH A WOOSTER PAINTER 


Buitp1Inc Propucts MERCHANDISER 4\ 


even enamels! 

Sell it, too, with Wooster’s guarantee that 
the new one-piece mylon bearing-end caps will 
provide smooth roller action always or be 
replaced free of charge. 

Contact your distributor or write direct for 
name and address of the Wooster distributor near- 
est you. Order your stock of Wooster De Luxe 
Roll-On Painters today! 
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The Seven Stages of Sales Management 


Retail sales managers face their greatest chal- 
lenge today. First in a series of articles pointing out 


ways to meet this challenge. 





During the past year Mr. Hood has 
been Chairman of the Board of Na- 
tional Sales Executives, Inc., an organ- 
ization of 18,000 sales managers em- 
ploying two million salesmen. In this 
capacity he addressed more than 100 
Sales Executive Clubs in the United 
States and Canada. The material in 
this article was condensed from his 
talks. It is printed at the request of 
several dealer sales managers who 
heard him.—The editors. 





After 15 years of war and 
preparation for war, it is an 
- established fact that war means 
full employment and maximum 
production. 

In the past 15 years the ton- 
nage of production in America 
has nearly tripled. War and 
stock piling for war, have con- 
sumed and absorbed roughly a 
third of that production. 

With the completion of the 
stock piling phase of war prep- 
aration (and barring an all-out 
war), America faces the neces- 
sity of diverting to civilian 
goods and services that 25 to 
30% of its productive capacity 
which is currently producing 
war materials. The alternative 
is 25 to 30% unemployment 
with an accompanying depres- 
sion. 

Our productive machine be- 
ing what it is, when peace-with- 
readiness comes, our country 
will have an over-plus of pro- 
ductive capacity far beyond 
civilian needs. Unless that 
over-plus is creatively sold into 
consumption or use, unemploy- 
ment and depression are in- 
evitable. 


Four Elements of Consumption 


The classic economists are 
dead wrong in stating that na- 
ture is niggardly in supplying 
the needs of mankind and that 
therefore anything that is pro- 
duced will be bought. As a 
matter of fact, Americans could 
live better than any other na- 
tion in the world with 50% of 
our production. The balance 
must be creatively sold into 
consumption or use. 
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There are four elements in 
consumption or use of our pro- 
duction: (1) needs; (2) wants- 
beyond-necessities; (3) willing- 
ness to buy, and (4) ability to 
buy. 

No. 1. needs are always pres- 
ent and with full employment 
No. 4, the ability to buy, is am- 
ple. The problem is in the area 
of want and willingness to buy. 
These must be created. 

The only answer in a free 
competitive economy is the de- 
velopment of (adequate) crea- 
tive selling and sales manage- 
ment. Specifically this creative 
selling and sales management, 
to- be effective, must function 
at the retail level. 

Unless our overplus produc- 
tion is creatively sold at retail 
into ultimate consumption or 
use, our production will be cut 
back to necessity levels and we 
will have a serious depression. 

Sales management looms then 
as the No. 1. Management Job 
in America. And its problem 
is effective retailing—the crea- 
tion of the want and willing- 
ness to buy, for consumption or 
use, the full peacetime output 
of full production. Retail sales 
management is obviously in the 
key spot—the place where ulti- 
mate consumption or use is 
had. 

But retail sales managers 
cannot do the job alone. The 
securement of full distribution 
of full production into con- 
sumption or use requires the 
full concentration of all sales 
management at all levels— 
manufacturing, wholesaling 
and retailing on the problem. 


Stages to Effective 
Performance 


It demands the coordination 
of marketing processes, and the 
integration of merchandising 
activities of all sales managers 
on the long and frequently 
complex chain from production 
into consumption. Because our 
future prosperity, the survival 
of competitive enterprise, and 
a free market economy are ob- 
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By ARTHUR A. HOOD 


Editor American Lumberman 





viously related to the effective- 
ness of sales management, it 
may be timely to examine the 
stages by which a sales man- 
ager climbs to the peak of ef- 
fective performance in the Sci- 
enc of Sales Management. 

The science of sales manage- 
ment is the systematic study of 
the field of distribution, mark- 
eting, merchandising, advertis- 
ing and selling to determine 
facts and verifiable theories 
which may be implemented for 
greater efficiency. 

There are seven such stages 
in mastering the science of 
Sales Management, whether in 
the area of manufacturing, 
wholesaling or retailing. They 
are: (1) Routine Sales Manage- 
ment, (2) The Technician, (3) 
The Leader, (4) The Crea- 
tive Sales Manager, (5) The 
Professional, (6) The Company 
Officer or Director, and (7) The 
Business Stateman. Let us de- 
fine these degrees of proficiency 
and examine some of the meth- 
ods by which they are achieved. 
With the use of this material 
any reader can check and grade 
himself, his sales manager and 
employes on sales management 
efficiency. 

















MERCHANDISE A ; 


1—PERFORMANCE by routine sales 


manager is like a robot—unimagina- 


tive and uninspired. 


I. ROUTINE SALES MAN- 
AGEMENT 


The number one stage, the 
first step on the ladder to su- 
perior sales management is 
Routine 
Shall we call this the under- 


sales management. 
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graduate stage? Usually a 
gales manager comes to this 
Jevel as a promotion from the 
status of salesman, occasionally 
from some other management 
position. The performance here 
is strictly routine, unimagina- 
tive and uninspired. The rou- 
tine sales manager is dominated 
by his job’s tradition, by his 
boss, and his preconceived no- 
tions of his job. 

He is a book of rules man. He 
stays within his job pattern as 
he viewed it from a subordinate 
position or as it was outlined 
to him by his employer. Be- 
cause his ability is questioned, 
his authority is limited. He’s 
expected to hire and fire, check 
and approve expense accounts, 
“bring in the business” and 
maintain competitive position. 
He goes through all the motions 
of taking and handling orders. 

He corresponds with the or- 
der taker in the area of per- 
sonal selling. He does his sales 
management, as some fliers fly, 
by the seat of his pants—and 
he hasn’t done too bad a job in 
the seller’s market! 





2—THE TECHNICAL-TYPE of sales 
Manager learns all the tricks of the 
trade. 


Il. THE TECHNICIAN 


When a routine sales man- 
ager becomes a student of the 
science of sales management, 
he is on his way to his second 
degree—that of the Technician. 

He learns that sales manage- 
ment embraces the manage- 
ment of materials, markets, 
merchandise, media, machinery, 
methods, money and men; he 
discovers the need for sales or- 
ganization and the significance 
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of line and staff responsibility ; 
he masters the language of 
sales management and the ac- 
cepted definitions in the area 
of marketing, merchandising, 
distribution and selling. 

One by one he discovers and 
puts to work the tools of sales 
management, market analysis, 
advertising, reports, records, 
presentations, demonstrations, 
incentives, contests, premiums, 
sales meetings, pep letters, 
samples, displays, promotional 
literature, canned sales talks, 
manuals, visual aids, not-too- 
subtle entertainment plans, cost 
and expense controls, projec- 
tions, budgets, charts, graphs, 
etc. 

He learns all the tricks of the 
trade. He is now a graduate 


sales manager with what might 
be called a high school degree. 
He can drive, and drive hard, 
but somehow his drives often 
miss fire. Short of his climbing 
to the next step he will turn in 
a mediocre job. 





3—PERSONALITY is the most vital 
step in the sales manager’s climb to 
the top. His men recognize him as 
a friend. 


Il. THE LEADER 


The third rung on the ladder 
to superior performance in 
sales management is marked 
Personality. Here is the most 
vital step in the climb to the 
top. Here the sales manager 
has discovered that materials 
and things do not make sales 
and profits—people do! Every 
sale is an individual transaction 
between a person and a person. 

The importance of the indi- 
vidual, whether customer, asso- 
ciate or supplier becomes para- 
mount. On this level the sales 
manager achieves an acknowl- 


edged leadership. His men not 
only respect him but they rec- 
ognize him as a friend and 
partner. 

He knows that his responsi- 
bility to the individual under 
his management includes 18 
items: recruiting, selection, in- 
doctrination, training, motiva- 
tion, stimulation, placement, 
direction, equipping, super- 
vision, support, disciplining, 
coaching, counseling, evaluat- 
ing, developing, rewarding and 
promoting. 

He knows the wives and fam- 
ilies of his men and earns their 
cooperation and loyalty; he 
builds and maintains a team of 
loyal, confident and enthusiastic 
men and women who work with 
him for the company; he 
bridges the gap between poten- 
tial and performance in the in- 
dividual; he keeps Progress 
Records instead of Personnel 
Records; he not only tells men 
what to do, but he adds tha 
how-to-do-it, and when neces- 
sary, demonstrates! 

He drills his men in personal 
benefits for the customer in 
their product line until the 
presentation of individual bene- 
fits to each customer becomes 
second nature to the salesmen. 

He seeks to bring out the best 
capacities and performance in 
each man. He gets extraordi- 
nary performance from or- 
dinary salesmen. He gives ap- 
titude tests to uncover the 
strength and weaknesses of his 
salesmen, then he lays plans to 
capitalize on the strengths of 
these men, that are uncovered, 
and still more importantly, to 
repair the weaknesses that are 
shown by the aptitude tests. 

He not only trains but he 
educates. He provides the tools 
of knowledge. He utilizes group 
dynamics and role playing. He 
knows what will stimulate men 
and how to stimulate them and 
the incentives to superior per- 
formance that are more import- 
ant to salesmen than money. 
The minds, the hearts, and the 
pocketbooks of his men expand 
under his coaching and com- 
pany sales, and profits multi- 


And yet to achieve a master’s 
degree in sales management a 
still higher rung must be 
climbed on the ladder of sales 
management, and that is to the — 
Creative level. 

Other Stages of Sales Management 
will appear in the next issue of Amer- 
ican Lumberman. 
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What to Do About Price Resistance 


Below are ways and means of answering the 
arguments of the “price buyer.” 


One problem facing many re- 
tail sales people today is that 
of handling the “price buyer.” 
Sometimes this occurs because 
the merchandise is inflated and 
listed at a price actually too 
high for it to sell easily. Far 
more often it occurs where the 
buyer is either ignorant of real 
values or is just trying to beat 
down a price on “general prin- 
ciples.” 

Why do customers raise the 
price question and make an is- 
sue of it? In most lines of mer- 
chandise, the days of price hag- 
gling and dickering and trading 
have been replaced by firm one- 
price policies and fair trade 
agreements and_ regulations. 
Standards of quality, manufac- 
turer advertising, and general 
public education have tended to 
eliminate price resistance from 
most sales situations. 

In spite of his apparent 
sharpness, the price buyer fails 
to understand value. He has, 
in the first place, no real desire 
for quality. If it is sufficiently 
cheap, it’s good enough for his 
purpose. First cost is more im- 
portant to him than replace- 
ment or upkeep. 

The price-minded customer 
also fails to take into account 
the values of service, careful 
handling and delivery, manu- 
facturer’s guarantees, the repu- 
tation and integrity of the 
store, and similar elements, all 
of which go to increase the 
value of any product. Some- 
times he must be shown very 
carefully and tactfully the in- 
creased values due to these fac- 
tors. 


The price buyer also usually 
places little or no value on the 
services of the professional re- 
tail sales clerk. He will give 
you a run-around, mumble ob- 
jections you can’t quite make 
out in order to answer them, 
try to get information as to 
prices with the thought in mind 
that he will go elsewhere and 
compare price and quality and 
get himself a “good deal.” A 
competent sales person, looking 
after the customer’s interests 
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as well as his own and those of 
his store, can build into the 
product values for the pur- 
chaser simply by pointing out 
the specific features of the 
piece of merchandise and how 
they are most useful and ad- 
vantageous to this particular 
customer. 

Sometimes the sales clerk 
will find that the supposed 
price resistance is simply a 
cover-up for some hidden situa- 
tion or line of reasoning going 
on in the customer’s mind. It 
may conceal a grudge over an- 
noyance at something which 
happened in the store some 
time previously, a belief in 
some rumor spread by a com- 
petitor of the store, a worry 
about what the neighbors or the 
in-laws will think, or any of a 
dozen other things. 

The price resistance may 
conceal a desire for some con- 
cessions on your part in terms 
or delivery or style. It may 
also simply indicate his own un- 
settled frame of mind, his per- 
sonal worries and pressures 
and his failure to take time to 
think his own problem through 
and decide whether or not he 
wants to buy anything at this 
time at all. 


How to handle the price re- 
sistances: 


Basically, there are three 
main ways of handling the 
price problem in any retail 
selling situation: 

1—Never let it come up. 

2—Scare ’em and save ’em. 

3—Expose the low price 
myth. 


1—Never let it come up. 


If you have done a thorough 
job in making a sales presenta- 
tion of your merchandise, the 
price problem should not come 
up. If you have held the cus- 
tomer’s attention sufficiently to 
get your points across and 
make your demonstration; if 
you have created desire; if you 
have proved your points care- 
fully as you went along, being 
sure to understate rather than 


exaggerate; if you have led him 
up to the point of making a 


decision to buy, the price ques- ’ 


tion should not become a major 
issue. 

Sell quality. Create a desire 
for quality in your customer’s 
mind. Show him the long run 
values of your highest quality 
merchandise. Show him your 
highest priced item first. If he 
insists on a particular style, 
show him the _ highest-priced 
item in that category first. The 
purpose, of course, is that the 
highest priced item in the line 
gives the sales clerk an oppor- 
tunity to paint the glowing 
word pictures and back them up 
with product information. 

Second, when price enters the 
picture, it is always possible to 
step down to the next highest 
priced item, within the range of 
the customer’s pocketbook. Go- 
ing the other way, from the bot- 
tom up, the _ second-highest 
priced item would look very ex- 
pensive by contrast with the 
cheaper grade of merchandise. 

Show not only the details of 
design, but why they were made 
that way, what materials were 
used, what the function of each 
part is, so that the ability of 
the particular item to suit his 
needs is made crystal clear. Ex- 
plain elements of construction 
in terms of his satisfaction 
comfort, appearance, health, 
sanitation, and durability. 

In discussing quality, the 
sales clerk should remember 
that every piece of merchandise 
on his shelves is a good value 
—at its price. The individual 
features of each piece of mer- 
chandise fit the particular 
needs of some customer; it is 
by fitting his merchandise into 
the customer’s needs that the 
sales clerk avoids running into 
the price argument. 


2—Scare ’em and save ’em. 


Build up in the mind of your 
prospective customer the de- 
sirability and value of your 
merchandise in terms of health, 
pride, beauty, increased per- 
sonal happiness. After build- 
ing up desire, point out proper 
care of the item he is examin- 
ing, as the case may be, and 
show him that in terms of satis- 
faction over a long period of 
years, the best merchandise is 
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the most economical. 

At this point, with some 
adroitness and the right tim- 
ing, you can sometimes ease off 
the pressure, back up, and say 
something like this: 

“Now, Mrs. Jones, I know 
that this is an important de- 
cision for you to make. You’re 
going to have to live for a long 
time with the item you select, 
and I want you to be completely 
sure of your choice. We have 
been having a little trouble get- 
ting fast delivery from the 
manufacturer on one or two 
items, although I think I can 
assure you of immediate deliv- 
ery of this piece you have been 
looking at.” 

Having aroused eager enthu- 
siasm, scare the customer gent- 
ly by backing off a bit as 
though to take the prize away. 
Frequently he will grab for it, 
and you can close right then. 


3—Expose.the “low price” 
myth. 


The man on the street says: 
“You get just what you pay 
for,” and that thinking applies 
to the sales clerk’s handling of 
the price haggler in most sales 
situations also. Talk about the 


customer’s own consumer 
spending, meals at restaurants, 
clothing, amusements, items of 
furniture, automobiles, and so 
on. His common sense and ex- 
perience tell him that it is al- 
most always cheaper in the 
long run to buy the best at the 
start. 

Sometimes it is advantageous 
and even dramatic to compare 
two identical products ... with 
different prices. Either the 
high price is wrong or the low 
price is wrong. Or are the 
products really different? One 
sales clerk always has two or- 
dinary hammers under the 
counter, with the grease pencil 
price marks still on them. One 
hammer sells for $1.25, the 
other for $3.25. They are the 
same color, the same weight, 
both put out by national manu- 
facturers. Yet they have a dif- 
ferent price—and quality. The 
good hammer has a better safe- 
ty wedge embedded in the head 


end of the handle, a hard hick- — 


ory handle instead of a cheap 
soft-wood handle which will 
break and splinter, a high qual- 
ity steel alloy head, better 
machining for a flat striking 
surface, better balance as a 


working tool. By the time he 
gets through comparing the 
two hammers, there is no ques- 
tion that the $3.25 hammer is 
the cheaper tool. 

Then he turns to his cus- 
tomer and says, “Now take a 
fresh look at this item. This 
particular piece is more com- 
plex in construction and has 
many more points of qual- 
ity than a simple item like 
those hammers. That’s why 
I have taken time to try to 
explain to you the standards of 
materials and workmanship in- 
volved in each feature of the 
merchandise.” 

It is, after all, fairly easy to 
show why a low price is wrong. 
Somewhere in the product with 
a cheap price tag something is 
missing. The item in some re- 
spect will not serve the specific 
needs of the customer. If you 
have properly sized up your 
buyer when he walks into your 
department, uncovered his real 
problems and needs, deter- 
mined how the item will be 
used, for whom and where, you 
have laid the ground work for 
closing the sale without serious 
price resistance. 
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THE NEW WIDE BEVEL 
SCORE LINE GIVES 
A CERAMIC TILE 
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CHECK OR PEEL 


uankee 
FIBER TILE 


TILE BOARD, PANEL BOARD, 


STREAMLINED BOARD 
No Change in Price 


Note the new YANKEE score line — it's a 
small thing to look for, but very important. 
This improved, gently-curved score line 


makes YANKEE look like ceramic tile — and 


makes it easier to clean, also. This exclusive 


SPECIAL FINISH 


BAKED AT HIGH HEAT TO 
ASSURE HARDNESS AND 
WEARING QUALITIES « « 


BEAUTIFUL 
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MAIL COUPON »> 
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fiber tile mfg. co. 
5035 BELLEVUE AVENUE, DETROIT 11 
MASTER TILE BOARD MAKERS EVER SINCE: 1922 
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EXTRA HIGH GLOSS FINISH 
MAKES IT EASY TO CLEAN 


"YANKEE FIBER TILE MFG. CO. 
Detroit 11, Michigan 


finishing process is available on all types of 
YANKEE Fiber Tile, and it costs you noth- 


ing extral 


All YANKEE Fiber Tile is baked at ex- 
tremely high temperature. This special heat 
treatment produces an extra-hard surface of 
brilliant, lasting beauty. This important outer 
layer that bears the brunt of steam, heat, 


cold and cleaning stands up dependably, 
when it's YANKEE baked. 


Please send me, free of all charge, samples of THE NEW YANKEE FIBER TILE, and name 


of nearest jobber. 
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AMONG THE DEALERS 











MEMBERS of the Lumber Dealers’ Research Council who met during the fall 
director’s meeting of the NRLDA in Chicago, include, seated left to right: Jess 
Pavey, Lisle Peters, Jack Lavengood, Ray Schaub, Clyde Fulton, Fred Stair, 
Fred Wehrenberg, John Harley, John Sulzer, Roy Winter, and Maxine Kennedy. 
Those standing, left to right, are Art Hood, John Holstrom, Paul Leach, Clarence 
Thompson, Russell Nowels, William Barr, Paul DeHill, Roy Ringer, Norman 
Mason, James O’Mally, Lyon Boyd and Everett Wilson. 


NRLDA Directors Hold 
Meet in Chicago 


In addition to rejecting a 
proposal to introduce new 
lumber sizes for use in home 
building, the Board of Direc- 
tors of the National Retail 
Lumber Dealers Association at 
its annual meeting in Chicago 
last month adopted a Ten- 
Point Program for 1952, ap- 
proved the gradual preparation 
of a Handbook and Training 
Manual for dealers and their 
employees, and heard reports 
about several types of Man- 
agement Conferences being 
held by a number of State and 
Regional Associations. 

At the well-attended meeting, 
all officers of the National were 
re-elected to serve again in 
1952, as follows: President, 
Clyde A. Fulton; Vice-Presi- 
dent, C. W. Gamble; Treasurer, 
Fred R. Stair; Executive Vice- 
President, H. R. Northup; 
Secretary, Edward H. Libbey. 

District Executive Commit- 
teemen, analyzing the state of 
the industry, reported that 
sales generally have been good 
so far in 1951, that inventories 
are declining somewhat from 
the high levels reached earlier 
in the year, that materials are 
in fairly good supply, except 
for some scattered shortages, 
and that a relatively good 
volume of business is in pros- 
pect for the coming year. 

The budget for 1952, which 
is approximately the same as 
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that adopted for the current 
year, was approved as pre- 
sented by the Budget Commit- 
tee. Treasurer Stair stated 
that the finances of the Na- 
tional are in sound condition, 
but pointed out that there are 
no large reserves with which 
to meet any special emergen- 
cies which might arise. 

President Fulton praised the 
cooperation which the National 
has received from its officers, 
directors, committee members, 
and staff and said that the As- 
sociation has been rendering 
excellent service to its mem- 
bers in carrying the load of 
influencing and analyzing de- 
fense regulations on top of its 
normal programs. He stated 
that the retail lumber and 
building materials industry 
had come through the early 
stages of the emergency in fine 
shape and expressed confidence 
that it would continue on a 
relatively stable keel in the year 
ahead. 

Executive Vice-President 
Northup analyzed the forces 
and pressures at work in 
Washington and emphasized 
the need for keeping Congress 
and defense officials thoroughly 
aware of the nation’s housing 
and light construction needs so 
long as controls remain in 
force. He said that controls 
had not proved too unworkable 
or unduly burdensome so far, 
but reminded the Directors that 
the atmosphere could change 
overnight unless the industry 


and its representatives in Wash- 
ington remain alert. 

Members of the National’s 
staff analyzed recent and pros- 
pective controls’ over produc- 
tion and construction, prices, 
and wages, emphasizing the 
great difficuty of getting clean- 
cut rulings and interpretations 
in some fields, especially wage 
stabilization. It was announced 
that a revised retail pricing 
order is in the works but that 
the details have not yet been 
agreed on. 

John H. Else, the National’s 
Legislative Counsel, pointed 
out that, thanks to splendid 
support from the National 
Affairs Committee, the legisla- 
tion passed by the 82nd Con- 
gress had been modified in 
many important respects af- 
fecting the retail lumber in- 
dustry. He said that Congres- 
sional leaders do not expect 
any really important legisla- 
tive developments in 1952, an 
election year, but expressed the 
opinion that a good many bills 
designed to amend emergency 
controls and further social 
legislation would be introduced 
for political reasons. 

The recent hearings at which 
the Wage-Hour Division sought 
testimony on which to base a 
new definition of retailing were 
described by John Alexander, 
Jr., Chairman of the National’s 
Labor Relations Committee, 
and C. Boyd Mahin, counsel. 
After praising the expert tes- 
timony given by various dealers 
and other witnesses presented 
by the National, Mr. Mahin 
predicted that the final decision 
probably would not be forth- 
coming in the immediate future 
because the staff of the Divi- 
sion was placing great empha- 
sis on considerations to which 
the industry is unable to at- 
tach real importance. 

W. C. Bell, Chairman of the 
Educational Committee, _ re- 
ported that 14 new 30-Day 
Courses are being scheduled 
and that a _ satisfactory en- 
rollment is anticipated, con- 
sidering current conditions. He 
stated that the benefits of this 
training have been established 
beyond any question and urged 
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@ wide-open opportunity for you to profit with PERMALITE 


Dealers all over the country are profiting with 
Permalite. More and more, this lightweight 
aggregate is replacing sand in plaster. And 
why? Because it makes a better, easier-to-use 
plaster. Its many advantages are being ham- 
mered home by advertising to everybody in the 
building trade — plasterers, contractors, build- 
ers, architects. Result: When you let your cus- 
tomers know you have Permalite, you’ll make 
easy volume sales! 

Permalite, the leading perlite aggregate, is 


waeeuics 


THE LEADING PERLITE AGGREGATE 





Great Lakes Carbon Corporation 
and its exclusive Permalite Licensees 


BuILDING Propucts MERCHANDISER 


Se ee 


uniform in quality, sharp, lightweight, insu- 
lating and fireproof. Packed in convenient 4 cu. 
ft. bags, it’s easy to store and handle. 

Get in on the ground floor. Establish yourself 
now as a Permalite dealer and cash in on the 
fast growing demand for this modern building 
material. For plaster fireproofing, every bag of 
Permalite meets the rigid specifications of Un- 
derwriters’ Laboratories—and it is approved 
by building codes throughout the country. Get 
the full facts—send in the coupon today. 


"= 
Great Lakes Carbon Corporation, Dept. 25-1C 











18 East 48th Street, New York 17, N. Y. 
Without obligation [] please send complete informa- 
tion on Permalite. [] Have representative call. | 
NAME a 
COMPANY | 
ADDRESS. 
CITY STATE l 
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dealers to enroll every possible 
employee. 
He also reviewed the Man- 


agement Conferences being 
held at various points and said 
the Committee was exceedingly 
interested but would withhold 
any definite recommendations 


until after several forthcoming - 


conferences have been held. 

A total of 3400 Dealer Data 
Books have been placed in the 
hands of dealers, according to 
Russell Nowels, Chairman of 
the Data Book Subcommittee. 
He said that, in view of the ex- 
cellent reception the Data Book 
has received, the Committee 
would redouble its efforts to 
get more books distributed and 
to induce more manufacturers 
to provide data sheets for the 
book. 

C. B. Sweet, Chairman of the 
Minute Man Committee, pre- 
sented solid gold lapel buttons 
to the following five dealers 
whose results in the program 
have been outstanding: George 
P. Darby, Builders Supply 
Company, Pine Bluff, Arkan- 
sas; Carl A. Henkle, Andrews 
Lumber & Mill Company, 
Charleston, Illinois; W._ T. 
Jameson, Jameson & Sayre, 
Norman, Oklahoma; Glenn D. 
Poarch, Economy Lumber Com- 
pany, Miami, Oklahoma; and 
D. Morton Rose, D. M. Rose & 
Company, Knoxville, Tennes- 
see. 

The National’s Public Rela- 
tions program was analyzed by 
Phil Creden, Chairman of the 
Public Relations Committee, 
and by Everett B. Wilson, Pub- 
lic Relations Director. Mr. 
Creden characterized the Min- 
ute Man program as one of the 
most successful ever under- 
taken in the field and expressed 
the hope that the Committee 
could be expanded from its 
present 1,150 members to at 
least 2,000. 

He also explained that the 
new Public Relations Contest, 
the rules of which soon will 
be announced, has been so 
planned that any dealer can 
participate and said a large 
number of entries was antici- 
pated. In addition, Mr. Creden 
reported that the new Picture 
Brochure will be published 
soon and distributed widely to 
dealers, public libraries, and 
leaders of public opinion. 

Mr. Wilson described plans 
for producing, over a period of 
years, a Handbook and Train- 
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ing Manual for retail lumber 
dealers, ‘pointing out that it 
would be dealer-written and 
would form the basis for any 
training programs the industry 
might undertake, in addition to 
strengthening the industry’s 
public relations. 

The Directors approved a 
proposal whereby the Lumber 
Dealers Research Council 
would identify itself as being 
“associated” with, though en- 
tirely separate from, the Na- 
tional and would receive cer- 
tain administrative and other 





services for which the Nationa] 
would be fully compensated. 
Clarence Thompson, Chair- 
man of LDRC, and James F, 
Lendrum of the Small Homes 
Council of the University of 
Illinois, described the pains- 
taking procedure which the 
Council has followed in con- 
ducting its Storage Wall Study, 
the results of which will soon 
be announced. Mr. Thompson 
also reported that several other 
studies are under consideration 
by LDRC and urged wider sup- 
port by individual dealers. 





INTERPRETATIONS OF 
GOVERNMENT REGULATIONS 


(continued from page 40) 


under the self-authorization provisions 
of Direction 1 to CMP Reg 6 he will 
probably already know that he can 
give you a DO-U-6; DO-U-7; or DO- 
U-8, for other than controlled ma- 
terials in a quantity equal to the 
amount necessary to complete the job 
for which he is self-certifying for his 
controlled materials. 

If he is a store owner, or other 
business enterprise, institution or 
government. or municipal agency he 
can give you a DO-MRO under CMP 
Reg. 5 for maintenance repair and 
operating supplies. 

If he is a repairman, doing repair 
work for others, he can give you a 
DO-RE under CMP Reg. 7. 

If he is a small shop manufacturing 
“B” products, he can give you a DO- 
SU under Direction 1 to CMP Reg. 1. 


Q. If his order falls in one of these 
categories, how does he give me the 
rating? 

A. By writing on his order the cer- 
tification in Q. 4 using the correct 
regulation designation for the au- 
thority. 

Q. As a Retail Lumber Dealer then, 
am I free to sell anything I have in 
stock, or are some items frozen as in 
the last war? 

A. At the present time, no ma- 
terials are frozen in dealer’s stocks, 
and you may sell anything you have 
to anybody who wants to buy, pro- 
vided you are not aware of the fact 
that some NPA regulation is being 
violated. 


Q. What regulation could I violate 
through sales or deliveries of building 
materials? 

A. The construction limitations or- 
der M-4A contains a provision that 
says: “No person shall accept an order 
for, or sell, deliver, or cause to be 
delivered, any material, equipment, or 
supplies which he knows, or has rea- 
son to believe, will be used in violation 
of this order.” 

Q. How could I know my customer 
would be using the materials in viola- 
tion of the restrictions? 

A. You wouldn’t necessarily, unless 


he told you, or you had reason to 
believe from your knowledge of his 
past operations that to carry them on 
now would violate the order. 

Q. Give me an example of what is 
meant by your answer to No. 17. 

A. If you knew from past experi- 
ence that a certain contractor cus- 
tomer never built anything but houses, 
and he gave you an order for struc- 
tural steel, you would have reason 
to believe he was violating the regu- 
lations because the use of structural 
steel in residential construction is 
prohibited. As a matter of fact, if this 
contractor gave you an order for 
structural steel and certified if as an 
ACM order using the symbol U-7 you 
would know this was a violation. 

Another extreme example would be 
where you had been selling a person 
copper or aluminum sheets, and you 
knew his business was confined solely 
to the decoration of ornamentation 
of store fronts, you would have reason 
to believe he was going to violate the 
order because the use of copper and 
aluminum in controlled materials 
forms is prohibited today for orna- 
menting or decorating in any type of 
construction. 

Q. What are some of the other use 
restrictions I should be aware of? 

A. Bearing in mind that there is no 
restriction on the use of “B” products, 
in addition to the restriction against 
the use of copper and aluminum for 
decorative or ornamental purposes, 
aluminum in controlled material form 
cannot be used in any type of con- 
struction except industrial. 

Q. What kind of aluminum would 
I.be apt to have in stock in “controlled 
material form’? 

A. Probably plain sheets or maybe 
strips of aluminum would be the only 
aluminum product you would have 
that would be in controlled form. 

Q. What other use restrictions are 
there? 

A. The primary ones are on the use 
of copper in controlled material form 
where it would be fabricated, adapted, 
of fitted'on the site of the construc- 
tion, for such things as_ cornices, 
downspouts, facias, gutters, linoleum 
stripping, marquees, metal siding, 
roofing, and some forms of tubing : 
and pipe. 
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For Dealers Who Cater to Zuality 
BRADLEY BRAND SERVICE IS “SOL? RELIABLE” 


Volume production turned out by the newest improvements in equipment and facilities assures a 
dependable source for every inventory requirement in highest standard pine and hardwood products. 


OAK FLOORING 


é, Unit Wood Blocks* Straight-line Strip* Random Width Plank 
§ 6* Also in Beech and Pecan All Prefinished or Unfinished 
e 
Oak Stair Treads Risers Thresholds 


ARKANSAS SOFT PINE 
Satin-like Vuterior Trim 


Finish Mouldings Flooring Yard Stock 








Unmixed Satisfaction 
from Customers 


RBRRADLEY LUMBER COMPANY) of Arkansas. WARREN, ARK 


Unexcelled Mixed Car Service 





T Oo Oo aA U C - The new Bradley Electronic Moisture Meter eliminates 

the drawbacks of other instruments of less advanced 

design. There are no galvanometer dials with delicate 

M Oo : & T U R £ 9 unstable needles. There are no tables of figures to 

e consult and interpret. There are no moving parts ex- 

cept a manually operated pointer which the operator 

sets at a predetermined figure. A little danger light 

flashes if the moisture is in excess of that figure. Hun- 

dreds of pieces can be tested in a matter of minutes. 

Exact moisture percentages are quickly ascertained. 

The same instrument also tests plaster, brick, cinder 
block, gypsum block and concrete. 


NOW, you can answer this question before 
structures warp and paint peels off. Revolu- 
tionary scientific instrument reduces moisture 
testing of lumber and other building materials 
to rapid, inexpensive and simplest possible 
operation. 





The most damaging moisture is that beneath 
the surface not readily ascertained by super- 
ficial examination. Our meter is equipped 
with sharp needle electrodes that penetrate 
into the danger area and transmit their 
findings to the instrument indicator. 


PRICE: $49.50 new vorx 


(Price subject to change without notice) 


Order direct from 


LR. BRADLEY & COMPANY 


Dept. A-18 


25 West 45th St. — NEW YORK 19, N.Y. 
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File Your Entry in Brand Names Contest ! 


Here are the rules. Retailers of building mate- 
rials are eligible for the first time in competition spon- 
sored by Brand Names Foundation, Inc. 


A “Brand Name Retailer of 
the Year” will be selected from 
the retail building materials 
field for the first time this year, 
Henry E. Abt, president of 
Brand Names Foundation, has 
announced. 

The fourth annual national 
awards competition will be 
sponsored by Brand Names 
Foundation, Inc., New York 
City. Certificates of distinc- 
tion will be awarded to four 
other dealers in the 20 different 
retailing fields to which the 
contest is open. 

Final awards will be made at 
the Foundation’s annual con- 
ference at the Waldorf-Astoria, 
New York City, April 16, 1952. 
Last year’s awards brought na- 
tional publicity in hundreds of 
newspapers and magazines, and 
new prestige with customers 


for 66 retailers in 41 states and 
Canada. Over 2,000 stores and 
dealers entered the contest last 
year. 

Nominations may be made by 
an executive of a store or out- 
let, trade association, chamber 
of commerce or advertising 
club; an executive of a manu- 
facturer, wholesaler or jobber; 
or a representative of a news- 
paper, trade magazine, radio or 
television station. No entry or 
registration fee of any kind is 
required. Nomination forms 
and a 12-page descriptive book- 
let can be obtained without 
charge from the Foundation’s 
offices at 37 West 57th Street, 
New York 19, N. Y. 

Deadline for preliminary 
nominations is January 25, 
1952. 

Preliminary nominations will 


be screened by a qualified com- 
mittee of manufacturing and 
retailing executives. A limited 
number of outstanding nom- 
inations will be selected as 
finalists in each of the 20 fields. 
Finalists will then be asked to 
submit tear sheets of ads, radio 
and TV scripts and other mate- 
rial which will show to best 
advantage how they presented 
the brand story to the public 
and their customers during 
1951. 

The judging committee which 
will name the Brand Name Re- 
tailers of the Year and Certifi- 
cate of Distinction winners will 
consist of the 18 Brand Name 
Retailers of the Year named 
last year. 

Judges will be guided by (1) 
the extent to which the store 
has explained the integrity, in- 
genuity and values back of 
manufacturers’ brands in its 
advertising, employe training, 
display and other promotional 
material; (2) the originality 

(Continued on page 82) 











THIS BRAND IS YOUR GUARANTEE OF A PERMANENT 
SUPPLY OF HIGH GRADE WEST COAST LUMBER IN 


ALL SPECIES 


CANADIAN FOREST Propucts Limit 
| EBURNE SAWMILLS DIVISION 


VANCOUVER, B.C. 
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It’s the same story for all lumber and building supply dealers... 


"EXACTLY WHAT WE NEED. 


Says William F. Behm, 
The Geo. Behm & Sons Co., 
Dayton, Ohio 


“WE LIKE the striking appearance of the 
White 3000,” William F. Behm, of The 
Geo. Behm & Sons Co., Dayton, O., says. 
“It’s a great asset to our business 
because it is the best-looking truck on 
Dayton’s streets.” 








GETS INTO TIGHTER PLACES! 


ADDED MANEUVERABILITY of the 
White 3000 pays dividends for the 
Geo. Behm & Sons Co. “We can get into 
tighter places with a 15 ft. body than 
our old truck could get with a 12 ft. 
body. Visibility, riding qualities, shorter 
turning radius and ease of getting in 
and out of cab make it a driver's favor- 
ite,” Mr. Behm says. 
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LOOK INTO THIS NEW KIND OF TRUCK for your 
business. It’s the most modern kind of delivery unit 
... ideal for specialized service because it permits 
more deliveries ...in Jess time... at /ower cost. 

Its outstanding maneuverability saves driver time 
and driving time. It’s easier to load and unload. 
Saves on maintenance. Adds new safety and visibility. 

Find out from your White Representative how the 
White 3000 will reduce your delivery costs. 


THE WHITE MOTOR COMPANY - Cleveland I, Ohio 





Tips its cab to service 
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ie Now! Ready for You! 


JUMBO ADVERTISING KIT _ 


to make your store HEADQUARTERS for 


R-V-LITE: 


Cea ey R P.O SE 
WINDOW MATERIALS 


MO 


KIT CONTAINS 


TIE IN with R-V-LITE’s intensive Con- Colorful Counter Display 


sumer Advertising program reaching suggests year ‘round uses 
MILLIONS of readers of top consumer Striking Window Poster 
publications and over leading radio sta- affords double impact 
tions, reaching buyers in your commun- Transparent R-V-LITE Banner 


permanent store sign printed on 
R-V-LITE 


Consumer “Sampler” Folders 


ity. Remind those ‘“‘pre-sold’”’ prospects 
that your store is headquarters for these 





all-purpose materials of 1001 uses about contain actual swatches of all 6 

the farm and home. Use these valuable types of R-V-LITE 

selling helps to make more R-V-LITE 5 ge os Signs - 
° or wall, oor, counter or she 

sales month in and month out. — eine 


Newspaper Ad Mat Sheet 
shows wide variety of free mats 
available 


SELL WINTER COMFORT 
and FUEL SAVINGS 


Feature all 6 types of R-V-LITE for 
Storm Doors and Windows 


and Sunporch Enclosures. 
Ask Your Wholesaler 
for Your FREE Kit Today! 


ARVEY ~COR fo): waley 
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What's YOUR Answer? 


Test your product knowledge as 
well as your knowledge of what other 
dealers are doing by taking this quiz. 

Rate yourself 10 points for each 
correct answer. 100-90% — excellent; 
80-70%, good; 70-60%, fair; 60-50%, 
passing. 


1—W hat manufacturer of 
mechanical handling equipment 
has published a 28-page illus- 
trated catalog showing how to 
use its equipment effectively? 


2—What items that you stock 
are considered “controlled ma- 
terials” by the government? 


3—Why did Thad Walker 
build his display islands with 
sloping tops? 


4—Who, besides the doctor 
and lawyer, advertise by hang- 
ing out a shingle? 


5—What Connecticut retailer 
uses what type system to main- 
tain balanced incentives and 
itemized sales control? 


6—What firm ealls_ itself 
“the Paul Bunyan of flooring”? 


7—What truck body, says its 
maker, will reduce costs while 
speeding up deliveries? 


8—W hat does Hollymade 
feature which Hollywood 
doesn’t? 


9—Name the six factors 
which helped Calcasieu Lum- 
ber Co., Austin, Tex., sell al- 
most a million dollars worth 
of appliances last year. 


10—What manufacturer 
boasts that “colder weather 
means hotter sales’? 


Answers on page 82 
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*The quality group of door manufac- 
turers is comprised of mills inspected 
regularly by the Fir Door Institute 
of inspection service. This service is a 
nt check on quality completely independ- 
S- ent of individual mill supervision. ai 
to Doors produced by these manufac- Shown here is the well-known F-416 design 


turers carry FDI grademarks. 


“k Acme Door Corporation For Outstanding Performance 


Hoquiam, Wash. 


- Buffelen Manufacturing Company In Every Field— Use 


th Tacoma, Wash. 


Cruver Door Company Douglas Fir Grade-Marked Doors 





























or Anacortes, Wash. 
- . UALITY MANUFACTURED* Douglas fir doors are real 
Everett Plywood & Door Corporation Qt h vet a li 
Everett, Wash. triple-threat performers. They give you that always- 
oy looked -for, seldom-found combination of quality, 
n- M and M Wood Working Company durability and craftsmanship. 
id Portiand, Ore. FDI-Inspected doors are manufactured in 21 en- 
E. A. Nord Co., Inc. trance door designs, 36 interior designs, several garage 
If Everett, Wash. door designs. Residence, commercial or public build- 
»9 . e : 
: : ingy—there’s a style, size and grade for every use. 
Puget Sound Manufacturing Co. > ape a 5 nana y 
ts Tacoma, Wash. Per ormance-engineered for perfect alignment, per- 
le fect balance . .. doors bearing the FDI Hallmark of 
Simpson Logging Company quality are manufactured and inspected in strict accord 
le Seattle, Wash. with rigid Department of Commerce quality standards. 
d Vancouver Door Company 
Montesano, Wash. FDI:A 
} e e 
: The Wheeler Osgood Company Genuine FDLinspected doors ee ~=6d FAY Door Institute 
= Tacoma, Wash. FDI:B stamped with official industry grade- : 
3 marks shown at left. These marks Tacoma 2, Washington 
h are far more than grade identifica- 
. FDI:BP tion, They are your assurance of 
-, uniform quality and craftsmanship. 
Furnished at buyer’s request are bad 
notarized Certificates of inspection 
rE FDI:C attesting manufacture and Inspec- | 
PY tion in accord with U.S. Commercial 











Standard CS73-51 or CS91-41, 





FDI:MR 


BuILDING Propucts MERCHANDISER 53 




















MERCHANDISING CLINIC 


Sales Opportunity 
Unlimited 


One of the most unusual seasons 
since Christmas shopping began is 
just ahead. 1—Largest number of 
people employed. 2—Highest wages. 
3—Most money in the savings banks. 
4—Liberal installment terms. These 
four elements add up to BUYING 
POWER such as we have never seen 
before. The 11 letters in the two most 
important words to retailers every- 
where should be emblazoned in ten- 
foot neon lights for all to see. There 
just never was anything like it before. 


. Unfortunately, it takes 
more than these four elements 
to make business as good as it 
could be under such circum- 
stances. 


Missing Link 


What’s missing? Is it merchandise? 
The answer is “No!” Few shortages, 
although many appear to be just 
around the corner ... if the stories 
we hear about several essential raw 
materials is true. Such being the case, 
let’s compare the BUYING POWER 
in any given community with AC- 
TUAL NEEDS and see what we have. 
Answer: POTENTIAL SALES. 


Trouble is that buying 
impulses are at a low ebb. Same 
way with the selling push. 


Weak Batteries 


It takes a good strong battery to 
start your car. Without constant re- 
charging it wouldn’t function long in 
any kind of weather. The fact that 
this recharging is automatic does two 
things. 1—Causes you to take your 
battery too much for granted. 2— 
makes you careless about looking after 
it. Consequently you seldom pay any 
attention to the little pointer on your 
instrument board that tells you what’s 
happening to your battery—whether 
it’s being recharged properly or run- 
ning down. 


. There are several similar 
pointers around every retail 
establishment that indicate the 
condition of the dealer’s busi- 
ness battery. 


Surprise Year 


Here is what we are driving at. 
1951 has been a surprise year to a 


54 








great many retailers in all lines. Lum- 
ber dealers are no exception. Dull 
months were accepted as something 
inevitable and there was much appre- 
hension about the future. Then sales 
would pick up. At year’s end most 
dealers find that the total volume is 
surprisingly large. They wonder 
“where the business all came from!” 


. . . “Where did it come from” 
is the important thing to con- 
sider . . . especially as we ap- 
proach the time of year when 
people buy more and with less 
urging than at any other time. 


Self-Starting Sales 


It took little promoting on the part 
of lumber dealers to make the sales 
that resulted finally in one of the 
industry’s best years . at least 
from the standpoint of volume. The 
business just. “came.” True, the spec- 
tacular rush of 1950 was lacking. 
Shortages had disappeared gradually. 
Customers drifted in, bought what 
they needed, went on their way. The 
1950 contractor with a dozen houses 
to finish before cold weather set in 
wasn’t pounding the sales counter and 
demanding the impossible. The crash- 
bang of 1950 was gone. Smaller sales 
replaced bigger deals. A dozen people 
dropped in and bought what they 
needed rather than a single hell- 
raising buyer who threatened, cajoled 
and used every known means to force 
delivery of more materials than were 
available. 


. .- A hundred small customers 
are more to be desired than two or 
three big ones. 


What to Do Next? 


The next move is found in the formu- 
la of better merchandising. It calls for a 
calm appraisal of the elements which 
make up a profitable sale. 1951 vol- 
ume has demonstrated the importance 
of smaller sales to more people. The 
total comes close to the all-time high 
year in lumber yard after lumber 
yard. 


... Get set to pull a finer bead 
on smaller targets. 


Lots of "Game" 
Still Available 


For a long time all kinds of game 
(we’re speaking of sales) have been 
so good that it wasn’t necessary to 
do much of any hunting. Now, some 
of the bigger game has disappeared, 
But the woods are full of smaller 
game. Difference is that it has to be 
hunted. Eyes must be trained to de- 
tect it. Aim must be improved in or- 
der to bag it. In other words, it’s our 
move but it really means more move. 


... Plenty of material is avail- 
able to help put people in a buy- 
ing mood ... provided we first 
can get ourselves in a selling 
mood. 


Christmas Time in 


the Lumber Yard 


Actually lumber dealers have more 
fine Christmas presents to offer than 
stores on Main Street .. . gifts that 
are practical and that will please the 
whole family. A new tile floor in the 
kitchen. Tile walls in the bathroom. 
Finished attic. Refinished (or new) 
recreation room. Fireplace equip- 
ment and accessories. The list is 
long. Work can be done in winter 
months when workmen are available. 
The entire job can be paid for in 
convenient installments without put- 
ting a crimp in the family budget. 


... “Think of us when you think 
of Christmas” is the way one 
lumber dealer puts it. 


Sell the Complete Unit 


Floor tile in a carton isn’t partic- 
ularly exciting. Neither is the price 
per hundred square feet. But floor 
tile in an attractive design in place 
on the kitchen floor will bring ex- 
clamations of delight from the en- 
tire family and from visitors. Then 
comes the day-to-day utility that 
makes the housewife happy year in 
and year out. What better present 
anwhere, or at any price? 

Secret of selling fioor tile, or any- 
thing else, is showing it in use (as 
nearly as possible) and quoting the 
price of the complete job. Then di- 
vide the total amount into the maxi- 
mum number of monthly payments. 
The rest is easy! 

Add up all favorable factors in 
above paragraphs and apply them 
against the purchasing power that 
will be running around loose during the 
Christmas season. It’s quite a market, 
to: put it lightly! 
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To cash in on the big demand for large window areas 


TWINDOW fos 





This stainless steel frame makes 
stocking and handling this 
fast-selling unit easier and safer. 





WINDOW. 


the| window with builtin insulation 


PAINTS - GLASS 


PITTSBURGH oft Fe 
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CHEMICALS 





HERE is a big and growing opportunity 

for building supply and lumber dealers 
to cash in on profitable, easy-to-get picture 
window business, in which large areas of glass 
are utilized. Are you equipped to get your 
share? 

Your first step is to make sure that you 
handle a proven and widely accepted prod- 
uct. That means Twindow — Pittsburgh’s 
window with built-in insulation. For Twin- 
dow is the result of more than fifteen years’ 
experience by Pittsburgh Plate Glass Com- 
pany in the manufacturing of double-glazed 
units. When you supply Twindow, your cus- 
tomers are assured the highest possible 
quality, dependability and economy. Twin- 
dow gives all the advantages of large win- 
dows, without sacrificing heating and air- 
conditioning efficiency. What’s more, Twin- 
dow’s exclusive stainless steel frame protects 
the seal and glass edges, makes handling and 
storing easy, quick and safe. 

Why not survey your needs now? Arrange 
to carry an adequate stock of the sizes most 
popular in your territory (there are forty- 
seven standard Twindow units available). 
Then, go after this business vigorously. 

You can obtain Twindow from many lead- 
ing glass jobbers, from your nearest Pitts- 
burgh Plate Glass Company branch, or, on 
the west coast, from the nearest branch of 
W. P. Fuller & Co. For further information, 
simply fill in and return the coupon. 


Pittsburgh Plate Glass Company 
2225-1 Grant Building, Pittsburgh 19, Pa. 


descriptive literature and installation details on 


| 
| 
| 
Without obligation on my part, please send me 
TWINDOW. 


He FF 


* BRUSHES - PLASTICS 


GLASS COMPANY 
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WHAT’S NEW 





Products .... Sales Aids .... Literature 


SEND FOR THESE: 


A 28-page catalog has just been 
published by The Rapids-Standard 
Company, Inc. This new catalog has 
hundreds of photos, sketches and 
charts that show what each item of 
Rapistan equipment is, how it works, 
and what type of material it will 
handle. The first section gives details 
on steel and aluminum Rapid-Wheel 
and Rapid-Roller gravity conveyors. 
The powered conveyors shown include 
portable and permanently-mounted 
belt units for inclined or horizontal 
operation. The last section of the cata- 
log includes photos and descriptions of 
Wheel-Ezy hand trucks and _ stock 
trucks; steel-forged and cold-forged 
industrial casters, and floor locks. 
Free field reports on how firms have 
solved handling problems with Rapi- 
stan equipment are offered on the 
back cover. For copies of the Rapistan 
Material Flow Conveyor catalog write 
The Rapids-Standard Company, Inc., 
Dept. AL, 342 Rapistan Bldg., Grand 
Rapids 2, Mich. 


Plans and Specifications for Douglas 
Fir Plywood Shelf-Door Wardrobe are 
available in a descriptive folder. To- 
day thousands of families, who need 
more storage space, may be your po- 
tential customers. They will certainly 
be interested in a “how-to-do-it” article 
covering the new wardrobe which 
takes a total of 224 square feet of ply- 
wood in 4”, %” and %” thicknesses. 
The wardrobe was developed from an 
entry in the plywood built-in compe- 
tition. Write Douglas Fir Plywood 
Association, Dept. AL, Tacoma 2, 
Wash. 


A caulking compound directory is 
offered without cost or obligation to 
the building field. It is believed to be 
the first of its kind in the caulking 
trade, and is chock-full of information 
that will be helpful to contractors and 
dealers. Listed are such items as: how 
to apply caulking compound, where 
caulking is used, how caulking saves 
time and money, architectural speci- 
fications including the Asbestos-Ce- 
ment Products Association and Fed- 
eral requirements, as well as caulking 
guns and nozzles. An important fea- 
ture of the directory is the introduc- 
tion of 26 permanent colors of caulk- 
ing compound, to match or harmonize 
with any building material on the 
market. Write Calbar Paint & Varnish 
Company, Dept. AL, 2612 North 
Martha St., Philadelphia 25, Pa. 


The complete story of electric water 
heating has been released in a new 
motion picture by the General Electric 
Company’s water heater division. A 
25-minute, black and white, 16-mm 
film, it is being made available by 
G-E distributors for use at cooking 
schools, men’s and women’s club 
meetings, home economics classes as 
well as sales clinics. According to 
J. F. McBride, manager of sales of 
the range and water heater divisions, 


56 





the picture is not only ideal for train- 
ing salesmen but also gives essential 
information to home owners who need 
help in solving their water heating 
problems. The story is told by two 
houses—an old, long-vacant one which 
learns it is about to be remodeled, 
and a brand new ranch-style house. 
Write General Electric Co., Water 
Heater Division, Dept. AL, Bridge- 
port 3, Conn. 


The Yale Worksaver Line is fea- 
tured in a new 16-page bulletin 
(P809) which describes the applica- 
tion, types and operation features of 
the Yale line of motorized hand 
trucks and electric stackers. These 
“ride-’em or walk-’em” industrial 
trucks are available in capacities up 
to 6,000 pounds and are designed for 
applications where high maneuver- 
ability is desired. For a copy of the 
new bulletin, write The Yale & Towne 
Manufacturing Company, Dept. AL, 
ee Roosevelt Blvd., Philadelphia 
15, Pa. 


Two new booklets on the Youngs- 
town Kitchens Jet-Tower dishwasher, 
one for consumers and one for retail 
salesmen, are available to Youngs- 
town Kitchens dealers. The consumer 
literature is a colorful four-page 
folder in which features of both the 
48-inch Electric Sink model and the 
27-inch automatic dishwasher model 
are illustrated and described. Title of 
the folder is “There HAD to be a bet- 
ter way to wash dishes and Youngs- 
town Kitchens found the answer!” 
“How to Sell Dishwashers” is the title 
of the salesmen’s booklet. It is based 
on the selling experiences of Youngs- 
town Kitchen salesmen who entered 
a dishwasher sales contest early in the 
year. The booklet has 10 sections. 
Some of the titles are “Locating Pros- 
pects”, “Selling the Automatic Dish- 
washer Idea”, “Types of Demonstra- 
tions”, and “Sales Resistance and 


Overcoming It.”” A note in the booklet ° 


offers $5 for each usable idea on how 
to sell the Jet-Tower dishwasher. 
Write Mullins Manufacturing Corpo- 
ration, Dept. AL, Warren, Ohio. 


“Rendezvous Room ... Malarkey 
House,” newest of the Malarkey House 
plan booklets, contains 10 “easy- 
living” ideas for party and guest 
rooms. Plans showing how to build 
the individual ideas and complete 
bills of materials are presented. There 
is also a floor plan so that the room 
may be built intact if desired. This 
is the sixth book of easy living plans 
to be presented by M and M, makers 
of Malarkey plywoods and doors. 
Others are: “Sixteen Sten-and-Bend 
Saving Kitchen Ideas,’ “Eight Con- 
venient Master Bedroom Features,” 
“Eleven Stimulating Living Room 
Ideas,” “Twelve Fun and Frolic Play 
Room Ideas” and “Handy Wardrobe 
Closet for Growing Child.” All are 
available for 10c each. Write M and 
M Wood Working Company, Dept. 
AL, 2301 N. Columbia Blvd., Port- 
land, Ore. 





Youngstown Xmas Promotion 


Christmas selling by Youngs- 
town Kitchens dealers is being 
spurred by a special cabinet sink 
and Jet-Tower dishwasher promo- 
tion. Illustrated here are the sell- 
ing aids being used by dealers, 
The package includes a set of five 
miniature sinks, wrapped in red 
cellophane and to-be given away 
to customers for use as a gift an- 
nouncement, window posters, na- 
tional ad blowup, sink-mounting 
easels, gravure direct mail pieces, 
and a 1952 calendar picturing 
the Youngstown Kitchens line. 


Write Mullins Manufacturing Cor- 
poration, Dept. AL, Warren, Ohio. 


























Strand 9'-Wide Canopy Door 

The busy modern housewife, who 
often combines the role of family 
chauffeur with her other activities, 
will appreciate the convenience of 
Strand Garage Door Division’s new 
9’ wide overhead-garage doors. Not 
only does the extra width provide 
more room for today’s wider cars, 
but there’s space left over to 
squeeze through with a bagful of 
groceries or other bundles after 
the car is parked. The photo shows 
the smart horizontal lines now in- 
corporated in the Strand 9’ door 
design, in keeping with the latest 
architectural trends. Women ap- 
preciate, too, the easy operation of 
the Strand door, and the fact that 
it can be securely locked. Strand 
overhead garage doors in the 9 
width come in a brand new canopy 
type and in the receding (track- 
type), and they are made of gal- 
vannealed steel. Strand division of 
Detroit Steel Products Company 
also makes 8’ wide doors in the 
two styles, and a 16’ receding-type 
door for double-garage opening 
without center post, Write Strand 
Garage Door Division, Detroit 
Steel Products Co., Dept. AL, 2244 
E. Grand Blvd., Detroit 11, Mich. 
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Quick and 
easy to 
install 


All-steel ¥ 


nstruction 
™ Won't 


i crock, 
shrink, 
warp or 
burn 


Header, 
jambs, track, 


d 

4 standarc doors, hard- 

sizes for 3, i 

we 6 ware, instruc- 
> a A tion sheet, 

opening all in one 


package 


AVAILABLE 
IMMEDIATELY 


AMWELD 


STEEL “K-D” 
Sliding Closet Door Units 





Home owners and home builders use sliding closet 
doors because of their beauty, space saving, and 
low cost. 


That’s the modern trend ... dealers are meeting 
this trend with AMWELD Steel “K-D” Sliding 
Closet Door Units .. . a low-cost, rapid turnover 
line — everything furnished — complete in one 
package — ready for delivery. Builders use them 
because they save money on every closet opening. 


If you don’t handle these profitable AMWELD closet 
units, send for prices and complete information. 


BUILDING PRODUCTS DIVISION 


THE AMERICAN WELDING 


& MANUFACTURING CO. 
320 DIETZ ROAD * WARREN, OHIO 
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Keep posted on 
your business 


66 aT 
HATO ASSOCIATIO 


FACTS FOR BUILDING MATERIAL DEALERS 


NAHB invites you to take part in another history 
making Convention-Exposition. Over 160 leading 
manufacturers will put on the biggest display of 
building products ever assembled. Here is your best 
opportunity to get the facts you want direct from your 
manufacturers. See new products, get the firsthand 
story on the material situation, stock up on fresh 
merchandising ideas! 

You'll be welcome, too, at the scores of convention 
activities devoted to timely subjects affecting your 
business. Let the nation’s top business and government 
experts give you complete, up-to-date facts on current 
building problems. 

Over 4,000 progressive dealers attended the last 
NAHB show. This one will be the biggest and best 
yet. Don’t miss it! 


REGISTER NOW! Save time and trouble—make 
your hotel reservation through NAHB today. Advance 
registration ($15 for men, $10 for women) must be 
sent with hotel reservation request. Confirmation and 
registration certificate will be sent to you at once. 
Make checks payable to National Association of Home 
Builders. Please show name, address, 
business classification and date of ar- 
rival for each person included in your 
request. Write today. 


NATIONAL ASSOCIATION OF HOME BUILDERS 
Convention & Exposition Headquarters 
111 W. Jackson Bivd., Chicago 4, III. 
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NOW YOU CAN SELL 
GENS(D STENMAN 


IMPORTED SWEDISH 


BUILDER'S HARDWARE 





Finest Swedish Quality 
Reasonably Priced 
Complete Sizes, Styles, Finishes 


Prompt Delivery from our Ware- 
house Stock 





A complete 
range of butt 
hinges for all 
applications 
in all finishes. 
The finest 
quality produced anywhere. 


Standard 
U. S. specifications and packaging. 





A complete selec- 
tion of builders’ 
shelf hardware in- 
cluding bolts, 
hasps, brackets, 
back flaps, light 
narrows, etc. faneus Swedish steel and 
finishes. 


\\\ 


A complete range of 
sizes, types and fin- 
ishes in superior qual- 
ity Swedish wood 
screws. Prompt de- 
livery. 


T and 
STRAP 


HINGES 





WOOD 


SCREWS 


FULLY GUARANTEED! 
See Your Jobber or Write for Prices 


ce] 4, hiofeme cele] Sa] hibjie), 
GENERAL STEEL WAREHOUSE CO., INC. 


1812 North Kostner Ave Chicago 379, Ill. 
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New Threaded Steel Rods 


A new threaded steel rod, for 
repair and construction jobs, is 
designed to save farmers, home- 
owners, and shopmen time and 
money on jobs requiring special 
long bolts, U-bolts, L-bolts, Eye- 
bolts, and threaded reinforcing 
bars, The new rod, known as Redi- 
Bolt, is available in straight 36” 
lengths, threaded end to end, and 
in six sizes. From this standard 
rod the user can cut his own bolts 
—quickly and easily—to the exact 
size and shape required for his 
job. He can fit standard nuts to 
the ends, then hack-saw Redi-Bolt 
into long straight bolts, in any 
length up to 36”. Or, after heating 
the rod with a blowtorch or kitchen 
stove flame, he can bend it into 
U-bolts, L-bolts, Eye-bolts, or any 
one of a dozen other useful shapes. 
Then, since Redi-Bolt comes al- 
ready threaded, his part is ready 
for immediate installation. Redi- 
Bolt comes in six sizes. It is 20% 
stronger than ordinary steel and 
protected against rust by a spe- 
cial coating. Write, Redi-Bolt, Dept. 
AL, P.O. Box 6102, Chicago, III. 








Crawford Doors, Magi-Coted 


Robert A. Hackathorn, president, 
Crawford Door Company, Detroit, 
manufacturers of residential and 
industrial garage doors, announces 
that effective immediately, all of 
the company’s products delivered 
east of the Rockies will be treated 
by the new Magi-Cote process for 
wood preservation. In the Magi- 
Cote Process each section of each 
door is submerged in a bath of 
Magi-Cote Liquid and remains com- 
pletely immersed for three minutes 
to permit the liquid to penetrate 
and fill the pores of the wood. Pen- 
etration is so thorough that during 
this immersion period the average 
8’ x 7’ door absorbs three quarts of 
the preservative liquid. Magi-Cote 
treatment does not change the color 
of the wood and it provides an ex- 
cellent base for varnish or paint 
because it controls wood porosity 
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and thereby improves the adhesion 
and durability of any finish coat- 
ing. Write Crawford Door Com- 
pany, Dept. AL, 79-401 St. Jean 
Ave., Detroit 14, Mich. 
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PepBeard 


This Peg-Board display creates 
an entirely new means of “sus- 
pending” paints, brushes, or any 
other objects that can be hung or 
suspended. As simple as the hook 
and eye, the specially designed 
“Peg” fixtures can be attached to 
the “Board” in any location de- 
sired . . . and in less time than it 
takes to tell about it. When you 
want to change “Peg” arrange- 
ments, merely slip out the fixtures 
and slip them into new positions... 
no tools required . . . nothing to 
get out of order. Three types of 
board and over 40 different “Peg” 
designs available. For literature 
and prices write Peg-Board of New 
York, Dept. AL, 131 East 64th St., 
New York 21, N. Y. 


Aluminum Ladders 


Louisville “Safe-Weight” Alu- 
minum Ladders will be manufac- 
tured and sold by the Louisville 
Ladder Company after November 
1, 1951, according to an announce- 
ment by Lewis W. Berger, presi- 
dent and general manager. Former- 
ly these aluminum ladders and 
scaffolding products were manufac- 
tured and distributed by the Louis- 
ville Metal Products Company 
whose activities will be directed 
hereafter toward developing addi- 
tional products of aluminum. Lad- 
ders produced to date are in ser- 
vice in many of the country’s larg- 
est plants and others have been 
shipped to distant places like Tok- 
yo, Sidney, Wake Island, Alaska, 
Cuba, Porto Rica, South Amer- 
ica, and Canada. A, new catalog 
containing valuable suggestions 
for securing greater service from 
metal ladders is available. Write 
Louisville Metal Products Co., Inc., 
Dept. AL, 1101 West Oak St., 
Louisville 10, Ky. 
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New Sliding Door Display 


Grant Pulley & Hardware Co. 
is prepared to offer dealers a new 
display encompassing many inter- 
esting features. Animated, the dis- 
play measures 3 feet wide by 2% 
feet high and has two miniature 
sliding doors. On one is printed 
the hardware’s salient features 
while the other slides silently back 
and forth, motor driven. A sectional 
view of hardware, doors and 
floor guide, as well as the mounting 
itself, gives the prospective pur- 










































































































































































































ct chaser a clear picture of the hard- 
wny ware and its installation. The dis- 
or play is sturdy and durable—fin- 
ook ished in three colors. It can be used 
red in a window or on the dealer’s 
‘te counter. The manufacturer is sup- 
des porting this promotion with na- 
it tional advertising. Write Grant 
a Pulley & Hardware Co., Dept. AL, 
ye- 31-85, Whitestone Pkwy., Flushing, 
nad LIL, N.Y. 
‘to 
of a 
ire | 
“ | 4 
t, LARGE SHEET SIZE| 
- - UP to 12 ft. long, teduces application | oo 
cost... and no premium for long lengths. 
lu- oe 
1C- 
lle _ 
er "Impulse Item" | 
ai Lumber and building material 
vt dealers were among the first to 
ml sense the sales possibilities in | | 
C- America’s swing toward outdoor Superlite Panels are sheets of Masonite Presdwood, surfaced with a 
'g- — bes “ —a a ba | == high-gloss, durable baked-on plastic finish in twelve colors. Available in Poe 
ly ne gg as any sales. What | sheet sizes 4 ft. wide, and from 4 ft. up rT 
ed might actually be termed “an Son | . | 12 ft. long. Finished four ways: solid rate bic 
li- pulse item” iv this market is avail- colors, tile design (4” x 4”square), Leveline 
d- able in Vandy-Craft’s contour (horizontal lines on 8” centers) and in 
r- chaise, in rugged California Red- Leatherwood (a grained leather effect), ‘EATHER- tie errecT LEVELING [== 
a wood, shown here. Both back and in four colors and in sheet size 4 ft. x 8 ft. Also available in plain sheets. 
* leg supports can be adjusted to 
“ several heights, or quickly con- 
ai verted to a chaise lounge. The 
g contour chaise is featured in a 
18 new year-round display of Vandy- SUPERIOR WALL PRODUCTS CO. 
= Craft patio furniture, garden trel- 
te os bird ee = gy 4401 N. American St., Philadelphia 40, Pa. 
rden products a e 
% Merchandise Mart. Write Edward ‘‘for more than a decade”’ 
7 A. Vandy Co., Dept. AL, 14100 
Merchandise Mart, Chicago 54, IIl. 
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WESTERN WHOLESALERS 
ASSURE YOU 
“PLUS SERVICE” 


Their daily contacts with many mill sources 
along the coast keep them abreast of the 
production and shipping situation. Their in- 
timate knowledge of each mill's specialties, 
resources and manufacturing facilities enables 
them to do a bang-up job for you. 

Take advantage of this “Plus Service.” Con- 
sult your Western Wholesalers today. Let 
them demonstrate how well they can serve 
you on your next requirements. 


WALES LUMBER COMPANY 


OLD NATIONAL BANK BUILDING 


SPOKANE - - - WASHINGTON 
Our 3ist Year 












564 Market St., Sen Frenciose 4, Cal. 
MAUK SEATTLE LUMBER COMPANY 


SEATTLE, WASH. 
WESTERN LUMBER MERCHANTS 
Eastern Office 4 Warehouse: 

THE C. A. MAUK LBR. CO., TOLEDO, O. 
Joseph A. Adair Lumber Co. 
520 S$. W. Sixth Avenue 
Portiand 4, Oregon 


Cari E. Lumber Co., Inc. 


1120 Old Nat'l Bk. Bldg., SPOKANE 8, WASH 
PINE SPECIALISTS 


Main 6954 Riverside 4335 


CURTIS LUMBER COMPANY 
613 PITTOCK BLOCK, PORTLAND 5, ORE. 
FOREST PRODUCTS 
Telephone: AT 6591 Teletype: PD572 


Duncan Lumber Co., Inc. 


818 Securities Bldg., Seattle 1, Wash. 
Specializing in Fir Gutter, all sizes and patterns. 


YEON BLDG., PORTLAND, ORE. 


Pacific National Lumber Co. 
West Coast Lumber 


P. O. Box 1587, Tacoma 1, Wash. 


ALEXANDER LUMBER CO. 
435 Securities Bidg., Seattle 1, Wash. 
RAIL SHIPPERS @ WESTERN FOREST PRODUCTS 
Specializing in Western Red Cedar Siding 
Telephone MUTUAL 2606 TWX SE 532 
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Roller Bearings Added 


Precision Parts Corporation an- 
nounces the addition of roller bear- 
ings to its Precision folding stair- 
way. The stairway is actuated by 
counter weights which operate on 
the roller bearings making raising 
and lowering the stairway practic- 
ally effortless. The new bearings 
are factory packed, never require 
additional lubrication and will out- 
last the home. There has been no 
increase in the manufacturer’s 
price since the addition of this new 
feature. For descriptive literature 
write Precision Parts Corporation, 
Dept. AL, Nashville 7, Tenn. 





Embossed Travertone 


A new Travertone product called 
Embossed Travertone has_ been 
added to the Armstrong Cork Com- 
pany’s line of acoustical materials. 
The new product, which makes 
possible the creation of many sim- 
ple, yet striking ceiling designs, 
contains two finely scored, parallel 
bands of different widths across 
the surface of the tile. Although 
easily adaptable for border treat- 
ments, the new tile also may be 
used to form interesting patterns 
in ceiling design. By alternating 
tiles of Embossed and Standard 
Travertone an almost endless var- 
iety of distinctive treatments is 
possible. Embossed Travertone, 


like Standard Travertone, is made 
from mineral wool fiber and jg 
rated as an incombustible materia] 
by the United States Bureau of 
Standards. Its textured surface jg 
painted a rich white for maximum 
light reflection. Write Armstrong 
Cork Company, Dept. AL, Lancas- 
ter, Pa. 





Kay-Tite for Basement Walls 


“Eastern Development Builders 
are applying Kay-Tite to new 
basement walls as they never have 
before,” reports George Kay, presi- 


dent of Kay-Tite Company. “With- 
in recent months, many well-known 
contractors have increased the sale- 
ability of their homes by sealing 
the surfaces with Kay-Tite.” For 
details write Kay-Tite Company, 
Dept. AL, West Orange, N. J. 





Standard Gauge Rubber Tile 


Fremont Rubber Company is in- 
troducing new Standard Gauge 
Fremont Rubber Tile at prices 
said to be competitive with less 
expensive grades of floor coverings. 
It is available for prompt shipment 
in many fade-resistant colors. 
Standard gauge reportedly assures 
customers a lifetime of wear. 
Write Fremont Rubber Company, 
Dept. AL, Fremont, Ohio. 
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CHOOSE HAMPTONITE 
because. . . it's quality made 


. . . it's guaranteed 
sattslostions ght ... it's trademarked 


doors — produced by a 
company with a repu- 
tation for dependable 





















quality. 
[Rail 
. 3%" 
Look at the quality specifications, shown with —_ 
the cross-section design at the right — extra '% 
wide stiles and rails, 5-ply “one-operation” ——— 
water resistant glueing for extreme flatness | ow Peal 
and anti-warp construction. Lock blocks on | 24" Long 








both edges. Birch, Luan, Cativo or Paint \ 

















| Lock Strip 
3/16" 









































Grade. Veneer 
} Ask the Hamptonite distributor in your area ’ 
i i ibl j Lock Block 
to show you the beautiful finishes possible 30" x 24" 
with the belt-sanded faces of Hamptonite Flush i 
Doors. Write for the Hamptonite folder. ———— 
1/10" 
. ojxexs P - JRPOKE © Faces 1/16" 
2rs and 1/20" 
“ Hardwood 
ew e 
sic 134" or 
S1- s 13," 
th- 
wn 
le- 
ng 
or 
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. . is the secret to the fact that the vast 
majority of our business is re-orders from 
satisfied customers. In our El Paso plant 
we manufacture Ponderosa Pine, which is 
one of the world’s finest raw materials 
for millwork, into finished lumber, mould- 
ings and other patterns to fit your most 
exact requirements. Precision milling on 
the latest and best machinery, such as 
this Stetson-Ross planer and matcher, and 
a rigid adherence to the highest standard 
have earned for Madera an envied repu- 
tation for consistent quality. When your 
customers are extra-particular—you can 

count on us to please them, 


and you, too. 
4 





Write for free 16 page pic- 


y ; torial catalogue. 
7 ! \ oe . f ee =~ 
—— CPS ae o THE MADERA 
e ys = ary 


| ee COMPANY 


| em TESS 500 East 10th St. El Paso, Texas 
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DOUGLAS FIR 
RED CEDAR 


WESTERN 
WHITE SPRUCE > 


Mouldings cond 
- Cub-fo-Length 
- Windaw ond 
 Deor Trim 


QUALITY LUMBER 
FOR 63 YEARS 


" Fanta Pea Werder 








WINTON 


LUMBER SALES CO. 


FOSHAY TOWER 
MINNEAPOLIS 2, MINN. 
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Finished Philippine Mahogany 


Philippine Mahogany in a wide 
range of finished lumber is again 
being shipped to the United States 
in prewar quantities, it was an- 
nounced by Henry S. Thompson, 
president of the Insular Lumber 
Company in Philadelphia. Insular, 
whose plant facilities have been re- 
stored after war-time devastation, 
is the only mill in the Philippines 
capable of shipping kiln-dried 
finished island hardwoods in quan- 
tity. The highly lustrous woods— 
dark and light red Philippine Ma- 
hogany—are available in beveled 
and V-type exterior siding, inter- 
ior wall paneling, and in a var- 
iety of molding patterns for in- 
terior trim. Write Insular Lumber 
Company, Dept. AL, Fessenden 
Hall, Philadelphia, Pa. 
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Sand-No-Mor 
Sand-No-Mor 
finishes—paint, varnish, _ stain. 
Also cleans and smooths wood, 
metal and other surfaces. Removes 
rust, grease, corrosion, blisters 
from pots, pans, grills, chrome, por- 
celain and enamel. It’s fine for 
feathering edges of plaster patches. 
This handy abrasive block is a syn- 
thetic silicate with a cellular struc- 
ture said to provide the most effec- 
tive and versatile manual abrasive 
ever produced. Tiny broken glass- 
like bubbles form the cutting sur- 
face. As their razor-keen edges dull 
and break away, new sharp edges 
take their place. Cutting edges re- 
new by usage. Sand-No-Mor can be 
used either wet or dry. It’s fast, 
takes little effort, and is not de- 
stroyed by clogging. It can be cut 
or rubbed to fit any job require- 
ment. Does both rough and smooth 
finishing. Sand-No-Mor blocks 
measure 2”x2”’x9”, approximately 
36 cubic inches. They are 100% us- 
able and designed to permit use as 
a unit or in sections. Each block is 
covered with a bright, fully de- 
scriptive wrapper. Write Carter 
Products Company, Dept. AL, P. O. 
Box 1924, Columbus 16, Ohio. 
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Selected Home Designs 


One of the first plan books to — 


give step by step procedure to the 
new home prospect has just been 


published by Architectural Plan © 


Service, Inc. “Homes For Living” 
Vol. 2 leads the would-be home 
buyers through seven simplified 
steps, from the initial problem of 
financing to the final act of moving 
in their new home with emphasis 


on the lumber dealer’s important — 
role. The dollar book contains 30 © 
new home designs from the most 


recent work of Samuel Paul, A. I. 
A. prominent shelter 


ilies earning $3000 to $5000, $5000 


to $7000, and over $7000. A bal- © 


anced variety of home styles in- 
cludes ranch, split-level, and con- 
ventional 1, 1%4,and 2 story de- 
signs. Some of the plans are now 
successful developments of sever- 
al hundred units (Silbert Manor, 
Lakeville Estates) and are being 
published for the first time. Homes 


For Living Vol. 2 is available in * 


quantities to lumber dealers at 
trade discounts with a complete 
blueprint service. Write Architec- 
tural Plan Service, Inc., Dept. AL, 
89-51 164th St., Jamaica, N.Y. 


New Home Intercom 


A new intercom system for homes 
gives instant voice-to-voice contact 
from any room to any other part 
of the house. “With home inter- 
com,” say Executone officials, “we 
can eliminate all those weary trips 
up and down stairs and back and 
forth from room to room. In short, 
don’t walk—talk! 

If you are upstairs and want to 
talk to the children in their down- 
stairs play room, push a button 
and talk. They, in turn can an- 
swer you from any part of the 
room—without touching or even 
approaching their station. When 
the doorbell rings, you can ask 
“Who’s there?” from any part of 
the house—even the shower—and 
turn away unwanted callers with- 
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SPECIALIZING IN 


PONDEROSA PINE 
“DOUGLAS FIR 
* > Repwoop 


(eo.J.Silbernagel 


“ GENERAL OFFICE 


8 S. Michigan Ave., Chicago 3, Ill. 
Telephone RAndolph 6-0540 
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The Finest 
Window Unit 


You Can Sell 


DIXON 
Weather- 
Lok 





NOTE THIS! Weather-Lok is an exceptional 


value window unit. Production is extraordinarily effi- 
cient. The manufacturer controls every step of pro- 
duction from the timber right on down through saw- 
mill, planing mill and window factory. 


5 Big Merits 


@ 100% selected kiln dried Ponderosa Pine 
from our own sawmill. 


@ Weather tight from every angle. 
@ Toxic treated if desired. 

@ Completely weather-stripped. 

@ Fast installation. 


Ponderosa Pine Lumber 


Lumber buyers should look into our mixed car service 
in Fir and Larch dimension and boards, Pine boards, 
Pine selects and mouldings and Knotty Pine Panel- 
ling. All 100% kiln dried. 


Rake Your Jalibee ox Welte 


Western Pine Mfg. Co., Ltd. 


P. O. Box 2207, Spokane, Washington 
JOHN H. MEARS, INC. ELLIS GLAZING CO. 
Baltimore 30, Maryland Henryetta, Oklahoma 


EXCHANGE LUMBER & MFG. CO. 
Spokane, Washington 
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out making a trip to the door. 

Executone Intercom can be in- 
stalled in any house or apartment 
without any fuss and bother. And 
it all works so simply that even a 
youngster can originate calls by 
pressing a button and talking. The 
cost of running Executone Home 
Intercom, is said to be practically 
negligible. Write Executone Inc., 
Dept. AL, 415 Lexington Ave., 
New York 17, N.Y. 


New Wall Tile Pieces 


Cermak Tile Company, Inc. an- 
nounces two new, heavy-duty plas- 
tic wall tile pieces. They are known 
as the Bullnose Cap and Bullnose 
Outside Corner Cap. Both tiles 
have ;,” deep, smooth edges on all 
four sides for rapid, perfectly but- 
ted installation. Top and bottom 
edges have a graceful taper and the 
45° bevel at each end gives a deep 
tufted appearance. The Bullnose 
Cap tile is 154” high and 6%,” 
long. The Bullnose Outside Corner 
Cap, available for either right or 
left hand returns, is 134” high, 
4144” on the long side, and 21%” 
on the short side. Both tiles are 
*,” deep at the crest of their 
curved face. Available for Decem- 
ber delivery, the tiles are to be 
furnished in Cermak’s 8 standard 
trim colors. Write Cermak Tile 
Company, Inc., Dept. AL, 4901 
Brookpark Rd., Cleveland 29, Ohio. 





Walled Lake Flush Doors 


Walled Lake Flush Doors in birch 
and gum veneers bring attractive 
wood decor to the interior of 
homes, apartments, offices or ho- 
tels. And their simple design makes 
them easy to install. Using time- 
proved wood cores, their construc- 
tion allows continuous air circula- 
tion and full ventilation. One inch 
trimming may be cut at either end 
without endangering saw travel or 
weakening the construction. Two 
lock blocks, used in all doors, per- 


mit hardware installation from 
either side, rotating of doors for 
matching-grain effect, and “posi- 
tive door balance.’ The lock area, 
434,” by 24” is said to assure am- 
ple lock space no matter how the 
door is hung. Controlled glue and 
controlled plywood cross-banding, 
guarantee doors to remain straight 
in any temperature. Seven-ply con- 


struction prevents the core pattern » 
showing through the face after ap- 


plication of finish. Write Walled 
Lake Door Co., Dept. AL, Walled 
Lake, Mich. 





New Steel Casing 


Perfected after years of inten- 
sive research, a simple but: prac- 
tical and effective steel’ casing for 
door and window trim is now avail- 
able to the building industry. A 
product of Drywall Trim, Inc., of 
New York, the casing. which is 
nailed to the framing, features an 
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Everything You NEED in 


WEST COAST UPLAND HEMLOCK 





DOUGLAS FIR 


This is one of our big dry lumber sheds where 
we store our fine upper grades. Lumber doesn’t 
come any finer than Oregon-American offers 
you. Everything you need in West Coast Upland 
Hemlock and old-growth Douglas Fir is here— 
waiting your order. 

Tell us what you need. You are especially in- 
vited to try our high quality 


KILN DRIED ; 
WEST COAST UPLAND HEMLOCK 


We know Oregon-American lumber will please 
you. 300,000 feet daily 





OREGON-AMERICAN LUMBER CORPORATION Vernonia, Oregon 
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ingenious spring grip that expands 


m as wall board is inserted and then BIG DEMAND FOR 


or clamps it tight. Rigidity and a 

si- flush fit are thus assured. In addi- | NEW 

a, tion, this casing, while acting as a 

m- protective border on wall board 

he around door and window openings, 

nd makes an attractive finishing trim. 

1g, It actually makes rooms look larger 

ht and its surface takes readily to 

n- paint. Precision-made of galvanite 

m steel the product cannot crack, 

p- warp, shrink or swell. Because it 

ed is easy to cut and gives perfect 

ed mitre corners, it makes for faster | WEW 
installations—with resulting sav- | - 












ings in time, money and _ labor. ALUMINUM 


Write Drywall Trim, Inc., Dept. 


AL, 545 Fifth Ave., New York 17, 
N. Y. - “RAMELESS | 
TENSION 
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New Asphalt Tile Line SCREENS 

F “Tren-Flex,” a newly-formulated 
asphalt tile, has been developed by | : —_ 
the Sloane-Blabon Corporation. The —_ > 
company’s new line is produced in Sealed Tisht x 
9” by 9” size in 4% and 3/16” gauges Held b > a 
in 19 different colors. Four of the nase the es ain bee _— 


colors also come in grease-proof to off-level sills. 
tile for installations in kitchen, 
meat market, and machine shop 





a floor areas. Tren-Flex is also avail- 
1. able in border-stock in plain black 
A and _— red colors in ol by "ie 
size and in top set cove base in 4” 
: and 6” heights. Write Sloane- PROFITS FOR YOU! 
a Blabon Corporation, Dept. AL, 295 ” 
so Fifth Ave., New York 16, N. Y. It’s the smart way to cut screening costs, reduce maintenance and 


add convenience to homes and apartments! Sell these new-type 
Keystone Aluminum Tension Screens for all double-hung windows! 
Cash in now—thousands of prospects! 

Saves 25 minutes per window in installation time. Easily in- 
stalled—no heavy frames to cut or fit. No painting—no rust. Adjust- 
able sill bar assures tight fit on uneven windows. Easily replaced 
screening. Low first cost, low upkeep, neat appearance. Investigate! 


KEYSTONE GROWING FAST IN POPULARITY! 


Y 4 Y North Carolina Distributor says: “Our volume has 
increased considerably. Builders and consumers 
find it more economical to install Keystone Ten- 
sion Screens. Customer satisfaction proven with- 

= out a doubt.” 

¥ Tennessee Distributor says: “Keystone Frameless 

Tension Screens installed in many housing projects 

in this vicinity. These screens far superior both 

in quality, appearance and durability to any other 
type of screen window. Also, most economical.” 

Georgia Jobber says: “Keystone Tension Screens 

are most satisfactory. They have certainly gained 

in popularity. Used on several large housing 
projects in this territory, and countless thousands 
of individual homes.” 


SEND COUPON! 

















4 AiG 4 
CA 
sae Sk . ‘ Ww oF me comet proat: 
Fon dese ss. 8: Lek e vers 
Sara SESE ES {* Keres areata C on Noo screen? 
. N 1 Oo a dis ee: ~" Eee 
New Panel Materi s-$ irices SM Framer wee” 
A ’ ; e ial d a Y tails. een ne ° 
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surface of hardboard has been an- a ae er 
nounced by west coast plywood LS hin caanen 
manufacturers. Plyron has already NK W F4 0 : oad 
proved successful in such diverse O 








applications as concrete forms, ta- 
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ble tops, cabinet doors and flooring, 
and it offers many new possibili- 
ties for dealer sales. The new 
building material is being produced 
commercially in 4 x 8-foot sheets. 
In Plyron, the far-west manufac- 
turers who turn out two thirds of 
the nation’s plywood are capitaliz- 
ing on the advantages of two major 
forest products. Hardboard, made 
by compressing wood fibers into a 
thin hard sheet of uniform density 
and smoothness, gives the product 
its tough, wear-resistant easily 
paintable surface. Plywood inner 
construction is the muscle of the 
panel — making it puncture-proof, 
strong, rigid, dimensionably stable. 
The combination panel is_ split- 


proof, and relatively light weight. 
It is permanently bonded with 
highly moisture resistant adhe- 
sives. Write Douglas Fir Plywood 
Association, Dept. AL, Tacoma 2, 
Wash. 








All-Wood Combination 
Storm Sash 


The new Moore Self-Storing 
Combination Screen and Storm 
Sash is a single, permanently in- 
stalled unit with nothing to 
change, nothing to store. Made of 


kiln-dried, toxic-treated Ponderosa 
Pine, it is completely weather- 
stripped and fits any wood window 
frame. The lower half of the storm 
sash slides open easily and smooth- 
ly for ventilation. For complete in- 
formation about this new combina- 
tion screen and storm sash, dealers 
are invited to write Moore Sash 
Co., Dept. AL, P. QO. Box 420, 
Scottsbluff, Neb. 





Applies All Paint Products 


This Wooster DeLuxe Roll-On 
Painter features a new cover made 
of top grade mohair which gives 
excellent painting results with all 
paint products, including primers, 
oil, water and rubber-base paints 
and enamels. Selection of the 
fabric was arrived at through ex- 
tensive research during which hun- 
dreds of types were tested. Also 
featured in the painter are new 
one-piece nylon  bearing-end-caps 
guaranteed to provide smooth roller 
action for the life of the roller and 
sold with an unconditional guaran- 
tee. Performance of the roller is 
improved through mounting of the 
cover fabric on tough, laminated 
core that is water and solvent- 
proof. The core will hold its shape 
as long as the cover is used. - It 
resists wear and fraying at the 
ends. The Wooster DeLuxe Roll- 
On Painter is made in 414”, 7” and 
9” sizes, offered for individual sale 
or sale in combination with special 
one-piece metal paint tray and spe- 
cial cleaning tool. Write The 
Wooster Brush Company, Dept. AL, 
Wooster, Ohio. 








Improved Metal Corner Bead 


An improvement in metal corner 
bead permits heavier thicknesses 
of plaster next to the bead itself, 
With the new design, plaster 
grounds down to % inch ¢an be 
specified with protection of corners 
against chipping and _ cracking. 
Formed from a single piece of 
galvanized steel, the new Milcor 
Super-Ex Corner Bead offers a 
unique combination: the rigidity 
of a solid wing and the plaster 
reinforcement of expanded metal. 
The solid section is double-fluted 
the entire length of the bead, in- 
suring a rigid, straight nose. A 
full 14% inches of expanded metal 
runs along both wings, making in- 
stallation an easy job, whether by 
wiring, stapling, spotting or nail- 
ing, and providing strong rein- 
forcement for plaster where it is 
needed. Perforations in the solid 
sections of the corner bead are 
alternately spaced on both sides, 
giving ample plaster keys in these 
sections. Super-Ex wings are 
formed at a minimum angle of 
60° (maximum 70°) for a spring 
fit on 90° corners and for easy 
adaptability to specified grounds. 
Write Inland Steel Products Com- 
pany, Dept. AL, 4027 W. Burnham 
St., Milwaukee 1, Wis. 


Illuminated Display Clock 


A fifteen-inch illuminated display 
clock is being offered to United 
States Plywood Corporation dealers 
at a special low price, it was an- 
nounced by Howard F. Roeding, 
sales promotion manager. The 











PONDEROSA PINE 


High Altitude, Soft Textured Growth 


Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE 





CALIFORNIA 
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ROBBINS 


Paul Bunyan himself would have admired 
the toughness and durability of 

Robbins hardwood floors. Strength—plus 
smart appearance and easy installation 
—make Robbins a favorite with 

builders everywhere. 


Robbins Strip Flooring 


A complete line of fine hardwood flooring 
for nailing—economical and quick to 
install. Robbins Nail Groove eliminates 
setting nails, increases laying speed. 
Beveled bottom edges prevent pinching 
paper, protect hands. 


Robbins Parquet Wood Tile 


Distinctive, durable, ideal for homes, 
offices, institutions. Made from strips 
of standard flooring, bound by steel 
splines. Sound-absorbing, resilient, 
abrasion-resistant. Quick, clean 
installation simplifies both new projects 
and remodelling jobs. 


Members Maple Flooring Manufacturers’ Association 
ROBBINS FLOORING COMPANY 
Reed City, Michigan e Ishpeming, Michigan 
Write Dept. B, Reed City, Michigan for illustrated literature 
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with the 


complete line of COMMERCIAL 
and INDUSTRIAL DOORS 


MODEL 120--COMMERCIAL. Mounted on 
2” track, this model includes sizes up to 
192 sq. ft. and not higher than 14 ft. All 
Raynor commercial and industrial doors 
embody Raynor sturdy “three way stress” 
construction and are equipped with Ray- 
nor Graduated Seal. 


MODEL 210--INDUSTRIAL. Mounted on 
3” track, the Model 210 includes all sizes 
over 192 sq. ft. and a few smaller sizes 
where an extra heavy door is required. 
For added convenience, Raynor commer- 
cial and industrial doors can be equipped 
with chain hoist and electric operators. 





SPECIAL DOORS for SPECIAL JOBS 


MODEL T-17---an outstandingly designed twin 
torsion spring door for service garages, ware- 
houses, factories and other commercial buildings. 


MODEL 6---c fine Hy Lift door for service stations 
and lubritoriums where ceiling height permits 
the installation of this special door. 


MODEL VL-22---designed for installations where 
horizontal tracks are not desired and high ceiling 
permits the installation. - 
Twin torsion springs are 
equipped with special 
safety locking device. 













The Raynor complete line offers a wood 
sectional overhead door for every job. 


RAYNOR MFG. CO. 


Knox Avenue, Dixon, ill. 
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large electric timepiece enables 
dealers to have a permanent three- 
color display fixture with the 
words, “Weldwood Plywood—Guar- 
anteed for the life of your home,” 
lettered on the face. The clock is 
cased in aluminum and is guaran- 
teed by the manufacturer for one 
year. Write United States Ply- 
wood Corporation, Dept. AL, 55 
hee 44th Street, New York 18, 
N. Y. 


Nu-Hue "Quik-Sealer" 


A new fast-drying pigmented 
sealer has been developed to meet 
the requirements of painting con- 
tractors for a product which per- 
mits a two-coat job in one day. The 
new product is named “Quik-Seal- 
er.” The Nu-Hue sealer is espe- 
cially adapted to the needs of ho- 
tels, offices, restaurants, and other 
businesses requiring topmost speed 
in decorating. Special features 
listed by the manufacturer are: 
1—Dries to recoat in two to four 
hours. 2—Provides excellent seal 
on any interior surface—plaster, 
wallboard, dry wall construction, 
masonry or brick. 3—Unusual ad- 
hesion. 4—Can be used as a first- 
coater under flat, satin gloss or 
full gloss enamel finishes. 5—One 
gallon covers approximately 500 to 
600 square feet, depending on the 
surface. 6—Easy to apply. May 
be brushed or sprayed. Write the 


Martin-Senour Company, Dept. 
AL, 2520 S. Quarry St., Chicago, 
Ill. 





Night Latch Merchandiser 


Independent Lock Company is 
now offering a new Night Latch 
Merchandiser for stimulating retail 
sales on this line of year ’round 
items. The display consists of 
three popular night latches in three 
different price classes. Colorfully 
decorated, and built to stand any- 
where without fastenings, it occu- 
pies a minimum of space. Its pur- 
pose is to catch the eye of passing 
traffic and create impulse sales 


by means of point-of-purchase re- 
minder of the common need for 
extra security. Each latch jg 


mounted in complete working order 
and invites demonstration. The 
Mérchandiser is being offered at 
the cost of the latches only. Write 
Independent Lock Company, Dept. 
AL, Fitchburg, Mass. 
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Gate of Aircraft Aluminum 


Here is a new aluminum farm 
gate that will last a lifetime and is 
guaranteed for life against warp- 
ing or sagging, dccording to the 
manufacturer, Alprodco, Inc. It is 
made of heavy tempered aircraft 
aluminum panels that have rolled 
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FN Olements Lumber Cn. 


MANUFACTURERS & WHOLESALERS - DOUGLAS FIR LUMBER 






EUGENE, OREGON + P.0. BOX 908 « PHONE 5-3317 + TELETYPE EG 049 


: 


SINCE 
1895 


Manufacturers of Highest 
Quality Forest Products 


_J.NEILS LUMBER COMPANY 


IDAHO WHITE PINE * PONDEROSA PINE 
ENGELMANN SPRUCE * LARCH * DOUGLAS FIR 


MILLS: Libby, Montana and Klickitat, Washington 


SALES OFFICES: Minneapolis, Minnesota; Chicago, 
Winois; New York City, N.Y. 
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edges. This is a patented feature 
that gives the gates their amazing 
strength. The rolled edges also 
eliminate any rough protrusions 
that might cut or bruise livestock. 
The panels are constructed with 
aircraft type rivets, as many as 
244 in the larger gates. They weigh 
less than half as much as conven- 
tional gates, consequently, they are 
easy to hang and are light on the 
hinge post. The gates are available 
in sizes from four to 16 feet long 
and are equipped with Duro-Cast 
aluminum hinges, aluminum auto- 
matic slide latch and six-inch steel 
screw hooks. Alprodco Gates will 
hold any kind of livestock or farm 
animal. The two bottom panels 
are two and three-quarter inches 
apart. This spacing graduates to 


eight and one-quarter inches at the 
top. Write Alprodco, Inc., Dept. 
Ind., or 


AL, Kempton, Mineral 


Wells, Tex. 
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Joints 


For Sealing Wallboard 


A*new cotton tape for sealing 
wallboard joints has just been put 
on the market under the name of 
E-Z Seal. The makers claim un- 
usual thinness for this item, being 
only half as thick as ordinary 
wallboard tape. It is strong and 
tough and much smoother, can be 
Painted or papered over without 
showing design. It is extremely 
flexible and adheres quickly—just 
moisten and apply. It has an un- 
usual ability to contract and ex- 
pand with temperature changes and 
normal building movement. E-Z 
Seal is attractively packed for 
counter display. Write The Brown- 
a Mills, Inc., Dept. AL, Troy, 

io. 


BuritpInc Propucrts MERCHANDISER 














BASIC FACTS ABOUT 
MODERN MATERIALS HANDLING 


HOW IT WORKS — WHAT IT DOES- 


WHAT IT SAVES 





Study of major importance 


to business and industry is 
made available by CLARK 


RE a I I 





ee 


A practical, profitable way to produce 
more goods with the same amount of 
human effort, is presented simply and 
graphically in a new booklet offered 
by the Industrial Truck Division of 
the Clark Equipment Company, of 
Battle Creek, Michigan. 


This booklet points up _technolog- 
ical advances in materials handling 
operations that are effecting ex- 
traordinary benefits for industry— 
such -as faster production, increased 


economy and efficiency, improved hu- 
man relations, lower accident and 
damage rates, quickened distribution 
and substantial cash savings. Simply 
and directly it describes tested and 


proved means to help speed up and 
perfect the imperative integration of a 
military and a civilian economy 


2-BILLION SAVING POSSIBLE 


Concretely, this study points up a 
quick and certain way for Industry to 
save some $2,000,000,000* annually 
at a time when the country, faced 
with a rearmament program of 50 
billions a year for at least three years, 
is in desperate need of every possible 
mechanical aid to save time and speed 
production. Many advantages in other 
directions, not reckoned in dollars and 
cents, will be recognized at once by 
every reader 


This new CLARK study is neither 
fancy nor complex. It is a well-illus- 
trated, simply-written exposition of 
the sound and sensible fundamentals 
on which modern materials handling 
techniques and practices are based. It 
describes ways and means of getting 
the most out of fork-lift trucks, pow- 
ered hand trucks and industrial tow- 
ing tractors, at the least possible cost. 
For the many businesses which have 
not yet adopted modern handling 
methods and machines, the booklet 
will be found invaluable. For the 
thousands of progressive businesses 
already employing modern methods 
and machines, it is just as valuable as 
a check against omissions, abuses and 
opportunities for full achievement of 
production goals and potentials. 


SEND FOR YOUR COPY 


To get a copy of “Basic Facts About 
Materials Handling” fill out the 
coupon, attach it to your business 
letterhead and mail it to the Clark 
Equipment Company, Industrial 
Truck Division, Battle Creek, Michi- 
gan. If you want additional copies for 
key personnel, they are available in 
reasonable quantities. 


* Materials Handling Case Book; 
McGraw-Hill Book Co., Inc. 1951 


CLARK Fork TRUCKS 


AND POWERED HAND TRUCKS 








~ INDUSTRIAL TOWING TRACTORS 
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Name 


INDUSTRIAL TRUCK DIVISION + CLARK EQUIPMENT COMPANY + Battle Creek 40, Mich. 


Please send the following: 





C BASIC FACTS 
( CONDENSED CATALOG 


CD SAFETY SAVES 
0 MOVIE DIGEST 





Firm Name 





Street. 





City. 


Zone State 











AUTHORIZED CLARK INDUSTRIAL TRUCK PARTS AND SERVICE STATIONS IN STRATEGIC LOCATIONS 
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Newly Designed Saw Set 


Stanley Tools announces a newly 
designed and improved Saw Set 
No. 42 providing maximum setting 
power with a minimum of effort. 
Pretested by professional saw set- 
ters, the No. 42 was voted the 
“easiest action” saw set on this 
market. It is quickly and complete- 
ly adjustable for giving more or 
less set to saw teeth. A single 
action tool-steel plunger exerts just 
the right pressure for even uni- 
form setting. A positive locking an- 
vil adjustment wheel allows for fin- 
er settings. Numbers on wheel in- 
dicate average setting for saws 
with corresponding number of 
points per inch. Reference marks 
between numbers allow profession- 
al saw sharpeners to determine 
their own settings. An adjustable 
self-locking saw stop provides com- 
pensation for variation in saw 
blade thickness. The new No. 42 
has a tool-steel anvil, malleable iron 
body and lever, and comes 


equipped with a circular saw set- 
ting attachment. Write Stanley 
Tools, Dept. AL, New Britain, 
Conn. ; 


Fall Red Book Just Published 


It’s just off the press—the No- 
vember 1951 Edition of the au- 
thoritative Red Book. Thousands 
of important credit-rating and bus- 
iness changes are reflected in this, 
the 140th issue of the Reference 
Book of the Lumbermen’s National 
Red Book Service. In these days 
of many rating changes, the Red 
Book Service is essential to those 
concerns selling to the vast lum- 
ber, woodworking and furniture 
manufacturing industries. Gener- 
ally acknowledged as the authorita- 
tive credit rating guide for these 
industries and others who sell 
thereto, Red Book listings include 
a financial strength and a manner 
of payment rating and also give 
complete business classification. An 
outstanding feature is the import- 
ant Twice-A-Week supplemental 
sheets, which keep the Red Book 
continually up-to-date, These sheets 
advise of all credit rating and bus- 
iness changes. Currently, items 
published in these sheets average 
more than 3,000 a month—reflect- 
ing the continual readjustment of 
activity within the industry. For 
those seeking new suppliers, the 





charge. 


Facilities to Serve You 


DRY KILNS—20 Tracks of Latest Moore De- 
sign. Capacity 1 million feet per 


DRY SHEDS—Ample Storage Adjacent to Car- 
line Means Dry Lumber for you. 


DRY LOADING DOCK—-Can Load 19 Cars 


HOLT HARDWOOD (0. 


Manufacturers of 


MAPLE © BIRCH @ BEECH © OAK 
STRIP © BLOCK 





supplemented Reference Book lists 
names of new sawmills, lumber 
manufacturers, and manufacturers 
of wood products. The producers 
of those products, in turn, look 
forward to publication of the names 
of new buyers that are seeking 
mill connections. Other Red Book 
Service subscribers include con- 
cerns selling various products to 
retail yards, as well as machinery 
and equipment manufacturers sell- 
ing to mills and manufacturers in 
the industry. Write The Lumber- 
men’s National Red Book Service, 
published by the Lumbermen’s 
Credit Association, Inc., Dept. AL, 
608 South Dearborn St., Chicago 
5, Ill. The Eastern office is located 
at 99 Wall St., New York 5, N.Y. 


New Writing Surface 


It’s now possible to transform 
any surface into a chalkboard writ- 
ing slate with just the stroke of a 
brush! Sapolin’s new Rite-On- 
Green paint simply applied, can 
create the same slate-like writing 
surface qualities of expensive 
chalkboard in a new non-glaring, 
easy-on-the-eye green color. Easily 
applied by brush or spray, the new 
paint takes erasing well with an 
ordinary chalk eraser and can be 
washed clean without harm to the 
finish. Write Sapolin Paints Inc., 
Dept. AL, 229 East 42nd St., New 
York, N. Y. 











Under Roof. Assures you quick 
Shipment Regardless of Weather. 








THERE IS NEVER A LET DOWN 
IN OUR QUALITY- 
PRECISION MANUFACTURE 


The Relph i. 


! 
7S MITH. 


Lumber Compeny 





e Len 
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@ CALIF. 


Mills at Anderson & Canby, California 
Sales Office: Anderson, California 
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ANDERSON, 





and 
HERRINGBONE 
FLOORING 


« 
BROOM HANDLES 
GRADED SAWDUST 


- 
High Grade Northern Hardwoods 
* 
Custom Kiln Drying 


Members: M. #. M. A. NL. HLA. ON. KR. BH OM. A. 


OCOnTO, WISCONSIN 
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CORALUX is the “Standard of Comparison” 
in perlite Concrete and Plaster Aggregates. The 
Schundler Company process of annealing graded 
perlite ore gives CORALUX many added 
advantages: ap | = 


@ Greater crack resistance in plaster and con- 
crete. © Superior insulation through sealed‘‘dead 
air cells’’. @ Spherical shape gives uniform ag- 
gregate distribution throughout mix. @ Tempered 
cellular ‘‘pearls’’ eliminate ‘‘sponginess’’.@ Plas- 4 
ter and concrete cure faster with less water. by TRU te "4 





CORALUX DOUBLES YOUR MARKET 


CORALUX doubles your market because it is 
specifically designed for both plaster and concrete. 
It: cuts handling costs, stops waste, is extremely 


Waterproof 
* 
lightweight, anyone can handle. Fast turnover Ex tertor 

frees storage space. Rapid Schundler delivery, 


quality, price and service insure repeat business. B i e e h EF } u Ss h te o o - s 
YOUR SUPPLY 


FROM ONE SOURCE Let us carry your door stock. Pick out what you need 

A Yr ‘eagy Se o reg m from our 27 designs. Order L.C.L. You keep your in- 
get these undler prod- . = 
ucts, Lightweight Plaster and ventory investment down—your profits up. 
Concrete Aggregates—Mica . : 
Pellets—Acoustical Plaster— Remember Artcraft Flush Doors—made in the furniture 
High Temp. Insulation—Insu- capital of America—are the last word in modern flush 
lating Cements—‘‘Fesco’’ 

Each honey-ecombed henedinth anabiieal Wiln..- door construction—the result of years of flush door 





“*‘Pearl’’ is a maze of 
Anneal-strengthened 
beams and ties which 
absorb stress from all 
directions. 


Plastinail Box Car Flooring. experience. 
Write for ‘Dealer Opportunities” 
in your locality. Address 

Dept. 1. 


Semi-solid core. Frame of Kiln Dried. Sugor Pine— 
stiles 1%” wide, rails 3” wide. Lock blocks 3” x 30” 
both sides. Grade “A” water-resisting ¥%” plywood 
face. All doors well packed for shipment. 


Send for Brochure and Price List 








9 bags of CORALUX (3 
cu. ft. each) containing 
202% lbs. are the equiva- 
lent of a cubic yard of 
sand. 


FOR 
PLASTER 
AND 
CONCRETE 


© SCHUNDLER oo. 








Mi LetaTC7-\, mele): 
COMPANY 


Monufacturers 


330 Franklin St., S.W., Grand Rapids 9, Mich. 


JOLIET, ILLINOIS 
LONG ISLAND CITY, N. Y. 
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_ Singingthe | 
Hard Board blues? 


Change yourtune ! 
SNRGAE 
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er age 
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WE CAN FILL 
YOUR ORDER WITH 
SUPER-QUALITY 
FINNISH LION BOARD 
NOW! 


Hardboard produced by world-famous 
Finnish craftsmen . . . ready for im- 
mediate delivery in all parts of the 
United States. 


Made of quality spruce and pine 
fibres, Finnish Lion Board is solitons 


and lighter in color th ; 
hardboard. an domestic 


It’s strong 
and durable 


and flexible! 


Specially manufactured to be highly 
resistant against moisture, warping 
and curling. Sold in '/" thick sheets, 
sizes 4' x 6' to 4’ x 12'. Order today! 


DISTRIBUTORSHIPS 
STILL AVAILABLE 


Phone — Seattle 
SEneca 1880 
Teletype — 
SE 550 


Cable Address— 
FINNDOOR 


J. G. KENNEDY 
LUMBER CO. 


HENRY BLDG., SEATTLE 1, WASH. 
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THIS IS THE NEW UKIAH, CALIF., hardboard plant of Masonite Corporation, 
the world’s biggest manufacturer of pressed wood. Situated conveniently one 
and a half miles north of the town, the sprawling plant occupies 10 buildings 
on a 116-acre site. The largest building, 1,018 feet long and 280 feet wide, is 
the main factory. Made of structural steel and reinforced concrete, this building 
houses hundreds of tons of heavy machinery. 


New Multi-Million Dollar Masonite Plant 


Directors of Masonite Corp. not 
long ago made their first official] in- 
spection of the new multi-million dol- 
lar hardboard plant in Ukiah, Calif. 
The delegation was headed by Eugene 
Holland of Chicago, president. 

The visitors were escorted on their 
trip through the plant and into the 
corporation’s forest tracts over the 
35-mile Masonite Road by E. T. F. 
Wohlenberg, vice-president and gen- 
eral plant manager. 

Two days were spent in Ukiah by 
the directors, who witnessed the vari- 
ous operations by which fir and red- 
wood logs are transformed into panels 
of pressed wood, visited each of the 
buildings constituting the plant, and 
toured the private road which makes 
the raw material accessible. 

With their host and other plant 
executives, the group followed the 
Masonite Road over the 2,355-foot 
crest of the Coast Range to its termi- 
nus in the heart of the corporation’s 
55,000 acres of redwood and fir. The 
two-lane road is one of the largest 
private highway projects completed 
since the war. Over it trucks carry 
saw logs up to 40 feet long in loads 
weighing up to 100 tons. 

Members of the directorate in the 
group were Alvin C. Marsh, Charles 
J. Winton, Jr., Aytch. P. Woodson, 
R. M. Heskett, John Alexander, Jr., 
Ben O. Anderson, and Mr. Holland. 


Work Commences on 
The Donley Bros. Plant Addition 


Contract has been let for an addi- 
tion that will increase floor space in 
the Donley plant, Cleveland, Ohio, 
by more than 7,000 square feet. The 
new construction will fill a gap be- 
tween the main building and an “L” 
shaped wing to the south. It will 
have a width of 35 feet and a length 
of 206 feet. 

Since the plant was built on Miles 
Avenue at 139th St., where the Don- 
ley Bros. Co. manufactures fireplaces 
and other specialties, there have been 
several major additions. The pros- 
pective job will take about all the 
vacant space, except the parking lot 
in front. It will relieve crowded stor- 
age areas and permit operating 
spaces to expand. 





MASONITE Corporation President Eu- 
gene Holland, visiting the corpora- 
tion’s new plant at Ukiah, Calif., with 
other directors, pulls the lever that 
explodes one of the huge guns in 
which clean wood chips are converted 
to fibers—one of the initial steps in 
the manufacture of Masonite Presd- 
wood. His eyes are intent on the dial, 
as the lever must be pulled when the 
steam pressure has reached the proper 
point. The “gunner” is at left. Frank 
Lesniak, chief engineer, and E. T. F. 
Wohlenberg, vice-president and gen- 
eral manager of the plant, observe 
Mr. Holland’s appearance as a gunner 
pro tem. 


‘White Star Lumber 


Celebrates 50th Anniversary 


The White Star Lumber Company, 
11 S. LaSalle St., Chicago, Ill., re- 
cently celebrated its 50th Anniver- 
sary. Organized in 1901 and incorpor- 
ated on October 11, 1911, the company 
has operated for 50 years in the 
manufacture, wholesale and commis- 
sion lumber business. 

The original offices were at 53 W. 
Jackson Blvd., but in 1916 were moved 
to 11 S. LaSalle St., the company’s 
present address. 

Clarence W. Happ, president of 
the company and Floyd C. Poore, 
sales manager, are in the Chicago 
office. Salesmen and buyers also rep- 
resent the firm in different parts of 
the country. 
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O54) ESTABLISHED 1883 
Wood-Mosaic Co. 


Incorporated 


MANUFACTURERS 


VENEERS 
African Mahogany — Philippine Mahogany 
Canadian Birch — Canadian Maple — Oak 
Walnut — Poplar — Basswood 


HARDWOOD LUMBER 
Birch — Oak — Walnut — Maple — Mahogany 


FLOORING 
Oak — Maple — Birch 


IMPORTERS 
LUMBER AND PLYWOOD 
Teak — Japanese Oak — Japanese Birch 





PHILIPPINE MAHOGANY LUMBER AND LOGS 
Immediate shipment from large stocks—4/4 to 16/4— 
on our yards, or direct shipments from the 
Islands to any U.S.A. or Canadian Port. 











Main Office and Factories 


5000 Crittenden Drive Louisville 9, Ky. 


BRANCH PLANTS 
(5) Huntington, W. Va. Jackson, Tenn. 





Woodstock, Ont., Canada 











Manufacturers of Band Sawn 
NORTH CAROLINA PINE 
SOUTHERN HARDWOODS 
CYPRESS 
e 


End-Matched PINE, OAK, - 
MAPLE AND GUM FLOORING 


Modern Moore Kilns — Planing Mill Facilities 


Members: 


S 6 


jGHTSEY de. 
ROTHERS 


ae 
MILEY. SOUTH CAROLINA 
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ONE OF THE OUTSTANDING OPERATIONS OF THE SOUTH 
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YOU CAN 
ADD TO. 
PROFITS 


by Featuring 


WATERLOX 


CEMENT 
FLOOR 
STAIN 


during all the 
winter months! 





This time of the year, with 
houses heated and warm, 
WATERLOX CEMENT FLOOR 
STAIN is ideally suited to the 
decoration of playrooms, cement 


floors, showers and walls. 


A fine protective coating for 


metal tile and outside trim. 


CASH IN NOW! 


WATERLOX 


The Empire Varnish Co. 


2636 E. 7éth St. Cleveland 4, Ohio 
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AW.MA. Quality 








Specifications —Materials, 
tion, Strength of sections and Air infiltration require- 
ments—confirmed by Pittssurc TESTING LABORATORY. 


THREE-QUARTERS of the 
aluminum window industry 
fabricates its windows to 
meet the standards this 
Quality-Approved Seal repre- 
sents. Examples of perform- 
ance tests are standard air 
infiltrating tests and horizon- 
tal, vertical and uniform load 
tests. Successful handling 
and installation insures that 
the windows will give the 
‘ \ | performance they were de- 








signed to render. 


Use of AWMA Quality-Approved Seal Authorized 


The Aluminum Window Manufac- 
turers Association has authorized the 
first use of its Quality-Approved Seal 
for display on aluminum awning win- 
dows both for residential construction 
and for commercial and institutional 
installations. Authorization for use 
of the Quality Seal is open to non- 
members as well*as members. Quali- 
fication for displaying the seal is 
based on performance tests conducted 
by the independent Pittsburgh Test- 
ing Laboratory. 

Authorization of the Quality-Ap- 
proved Seal has been made possible 
by the establishment of the first set 
of performance specifications and 
minimum structural standards for 
awning aluminum windows by the 
Aluminum Window Manufacturers 
Association. The 1952 edition of these 
specifications will be available from 
the Association’s office at 74 Trinity 
Place, New York 6, N. Y. 


Specifications governing use of the 
Quality-Approved Seal on double- 
hung, casement and projected win- 
dows in residential, commercial. and 
monumental buildings have been in 
use for the past five years. 

Use of the seal in connection with 
any type of window certifies that the 
manufacturer has had his windows 
tested and approved by the Pittsburgh 
Testing Laboratories and that they 
meet AWMA standards for materials, 
construction, strength of sections, 
and air infiltration requirements. 

The Aluminum Window Manufac- 
turers Association is the only sash 
group to establish a Quality Seal 
program based on tested performance 
specifications. Eighteen Aluminum 
Window manufacturers representing 
approximately 80% of the productive 
capacity of the industry are currently 
manufacturing windows that adhere 
to these standards. 





Cutler Attacks VA's "Occupa- 
tion Outlook Handbook'' 


A fiery denun- 
ciation of the 
U. S. Department 
of Labor and the 
Veteran’s Admin- 
istration publica- 
tion, “Occupation 
Outlook Hand- 
book,” which pur- 
ports to be an 
impartial survey 
of occupations in 
trades and indus- 
tries which can help today’s young 
people in choosing a career, was is- 
sued in a statement by Lloyd Cutler, 
Chairman of the Board of Miracle 
Adhesives Corporation, who said: 

“The tile industry and many re- 
lated industries cannot hope that any- 
one, young or old, will select our 
field for a career after reading the 
‘Occupation Outlook Handbook’ with 
its blighted outlook on the immediate 
future. 

“In the section of the book devoted 
to ‘Marble Setters, Tile Setters and 
Terazzo Workers,’ these statements of 
doom appear: ‘During the early fifties 
. . . employment of tile setters will 
decline . . . the outlook for tile setters 
is uncertain because of the active 
competition of other materials.’ There 
is serious doubt... that it (tile) will 
continue to be used as extensively as 
in the past, in view of the active 
development of competing materials’ 





" "Mr. Cutler, after detailing his sub- 
ject, summed up: “In the face of an 
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address Dept. AL-111. 
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Mopern TIME ano COST Savers 


LITEWATE 


Roller Conveyor 


Ideal for loading and unloading. Handles commodities 
up. to 60 lbs. — moves bags, cases, hollow bottom, 
narrow, cleated and irregular packages. Available in 
10 ft. and 5 ft. straight sections and 90° and 45° 
curves. Keep LITEWATE conveyors handy in your 
storage and shipping rooms — carry them in your 
trucks. Write for LITEWATE Conveyor Bulletin. — 


STANDARD CONVEYOR COMPANY 
General Offices: North St. Paul 9, Minn. 
Sales and Service in Principal Cities ] 


RAVITY & POWER 
CONVEYORS 





nations, 








74 





WHATEVER your 1951 floor work—mod- 
ernization, industrial plants, defense and low-cost housing, 
residences, schools, military construction—Northern Hard 
Maple stands ready to serve to everyone’s satisfaction. 
MFMA First Grade for “high style’—Second for utility and 
appearance—Third for utmost value with economy. Combi- 
too—Second-and-Better, 





Third-and-Better. For 


MFMA Grading Rules and technical data, write today to 
MAPLE FLOORING MANUFACTURERS ASSOCIATION, Suite 584, 
Pure Oil Building, Chicago 1, lilinois. 


THERA HnRD MAPLE 





Coe BEECH AND EIKCH 
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Extra Sales Dollars for You! 
Sell PHILIPPINE MAHOGANY 





Low cost HARDWOOD known for Beauty and Quality 


AETNA'S large warehouse stocks of 6 Philippine Mahogany 
products provide materials to build a complete room job. 
PLYWOOD—Rotary Cut or Striped—Light Lauan or Dark 
Tanguile @ !/," for paneling, 34" for cabinets and furniture. 
LUMBER TRIM—% and 5/4, S2S, S4S 
LUMBER PANELING—Tropicwall, 34° random widths. 
FLOORING—Apitong type, | x 3, tongue and grooved. 
DOORS—House type, 13", 134" hollow and solid core. 
MOULDINGS—724 types: Casings, Bases, Cove, Round, Stop, 
Batten, etc. 


Write for prices and free folder, “Baylaun Philippine Mahogany, 
Low Cost Hardwood.” 


AETNA PLYWOOD & VENEER CO. 


1732 N. Elston Ave. Chicago 22, Ill. 

ARmitage 6-7100 Teletype: CG305 

BRANCH WAREHOUSES: Grand Rapids, Indianapolis, Rockford 

SALES OFFICES: Detroit; Minneapolis; Springfield, Ill.; Milwaukee and 

Green Bay, Wis.; Richmond, Va.; Marion and West Lafayette, Ind. 
SEE PHONE BOOK 











ANACONDA 
COPPER 


MINING COMPANY 


Lumber Department 


BONNER 
MONTANA 


























BuILDING PRODUCTS MERCHANDISER 


_.. from BETTER MILLS 
MANUFACTURERS ¢ WHOLESALERS 


PONDEROSA PINE 
DOUGLAS FIR SPRUCE 
YELLOW PINE 
BAND MILLS KILNS PLANING MILLS 

OREGON 
NORTH CAROLINA 
® 


30 CHURCH ST., NEW YORK 8, N. Y. 
Phone WOrth 4-6363 
















VIRGINIA 

















Pullman Sash Balances are better 
+ + « more economical for builders 
than windows having weight boxes, 
sash weights, chains, cords and pul- 
leys. Installation is fast. Little on- 
the-job carpentry work is required. 
Thus labor costs are low. Pullman 
Balances are a sales aid to lumber 
dealers selling prefabricated win- 3 
dows and Pullman Balances asa unit. _. 








THE BALANCE WITH 
A LIFETIME GUARANTEE 


Every Pullman Sash Balance is guaranteed against 
imperfect workmanship or material during the 
lifetime of the building in which it is installed. 


WRITE FOR LITERATURE 
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are automatic in our house plans” 


says a typical builder 


«|. and when we’re on a job we always 
suggest replacing basement sash with a 
panel of Insulux Glass Block®.”’ 


Figure it out for yourself and it’s easy 
to see why! Compare the cost of sash, 
screen, and in cold climates the storm 
window, together with maintenance 
against that of a lifetime panel of main- 
tenance-free Insulux Glass Block. 


A glass block panel can’t rust nor rot; 
never needs to be painted. Insulux Glass 
Block makes a sound, weathertight, insu- 
lating panel that’s extremely hard to break. 


Supplies of Insulux Glass Block and all 
of the installation materials needed are 
non-critical and immediately available in 
quantity. Installation can be made at the 
time the mason puts in the foundation 
(the 8” sizes fit 8” concrete blocks per- 
fectly) or as replacement for old-fashioned 
sash in houses already built. In either case, 
installation is simple and easy . . . requires 
only ordinary mason’s tools. 


Want more information about Insu- 
lux Glass Block? We'll be glad to send 
you all the details. Just write: Day- 
light Engineering Laboratory, Dept. 
AL-11, Box 1035, Toledo 1, Ohio, 
American Structural Products Com- 
pany, Subsidiary of Owens-Illinois 
Glass Company. 


INSULUX 


"WALLS OF 





DAYLIGHT" 
—by the ledders of 
Daylight Enginéering 
» ° 
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expanding home building program to 


provide housing for our population, 
estimated to increase to 200 million 
within the next 50 years, plus ex- 
panded commercial and industrial con- 
struction, this negative attitude of 
the government towards the tile indus- 
try must be discarded as completely 
unrealistic.” 

Mr. Cutler made this offer: If any 
young man interested in learning this 
highly paid profession cannot find a 
school, he will be glad to help find 
such a school for anyone who should 
write to him. 


Lumite Screens 
In Larcom House 


Lumite woven screening was se- 
lected for the windows and doors of 
a new model house, designed by 
Alexander Knowlton A. I. A., also 
the architectural editor of “Living 
for Young Homemakers” magazine, 
to meet the needs of modern family 
living, as well as a $12,000 budget. 

Situated on a knoll, surrounded by 
Connecticut woodland, the house 
which the owner, Paul Larcom, helped 
to build, is modern and ranch-type, 
with an angular-shaped back, making 
it look larger than the front. 

“I chose Lumite screening, as it 
can be left up the year round with- 
out rusting, rotting, or corroding,” 
said Mr. Larcom. “In addition, it needs 
no protective paint.” 

Large picture windows form three 
sides of the cathedral-ceiling living 
room, which faces south. The fourth 
is a fireplace wall, extending outside 
to form a barbecue on the terrace. 
The windows open, top and bottom, 
for ventilation, and it is these open- 
ings which have Lumite screening, as 
well as the doors of the living room 
and kitchen. 

Mr. Larcom inserted the screening 
into job-made wood frames by a com- 
bination stapling-splining method. 


Ceco Office Named 
Among Best in Nation 


Ceco Steel Products general office 
in Chicago was chosen one of the 
most modern and efficient operating 
offices in the nation in a recent con- 
test sponsored by American Bus- 
iness magazine. 

A special certificate was presented 
Office Manager Lew Smith at a din- 
ner given by the Chicago chapter of 
the National Office Management as- 
sociation. Ceco was one of 100 offices 
in the nation to receive an award. 

Competition was among offices em- 
ploying 350 or more persons. Factors 
considered were working conditions 
for employes, office appearance and 
layout, flow of paper work, written 
procedure and methods, office equip- 
ment and design of forms. 

Some of the things which make it 
an outstanding office from a construc- 
tion standpoint are the accoustical 
ceilings that absorb much office noise, 
the restful color scheme designed to 
reduce eye strain and recessed fluor- 
escent lighting for better illumina- 
tion. Windows lining both sides of the 
building provide excellent cross ven- 
tilation. 


A centralized filing system in place 
of an individual one was listed as a 
money and space saver and a prac- 
tice of microfilming timecards, checks 
and ledgers cuts space needed for 
retaining them about 50%. 


Perlite Institute 


Staff Increased 


The lusty, youthful Perlite Insti- 
tute came of age last month at its 
second Annual Convention held in 
New York City at The Park Sheraton 
Hotel. Not only were its members 
celebrating the Grand Award for dis- 
tinguished service by trade associa- 
tions to their industry, but they also 
celebrated the acquisition of five new 
members, making a total of 45. 

The Perliters now feel advanced 
enough to add to their staff a Wash- 
ington Field Engineer, a Publicity and 
Advertising Manager and a Technical 
Secretary together. with the neces- 
sary stenographic service. 

Several fire and sound transmission 
tests are on their program for 1952 
as well as research at five independent 
laboratories. 

Experience on substantial sized op- 
erations, such as the insulating roof 
of the largest cold storage warehouse 
ever built in the world, has confirmed 
the strength, yields and mix propor- 
tions issued several months ago. 

The board of directors consists of 
the following: J. John Brouk, presi- 
dent; Kirk E. Hazelton, vice-president; 
Daniel H. Gott, Lewis Lloyd, J. C. 
Kingsbury. Wharton Clay was re- 
elected secretary-treasurer of the 
Perlite Institute. 





LEFT TO RIGHT: William F. Diebold, 
Sam Urzetta, A. J. Diebold, Sr., A. J. 
Diebold, Jr. 


Star Golfer—Lumberman 

A. J. Diebold, Sr., chairman of the 
board and founder of the Forest Lum- 
ber Company, is shown with his two 
sons, congratulating Sam Urzetta, 
the company’s Rochester, N. Y. repre- 
sentative, on his recent return from 
England where he competed as a 
member of the Champion American 
Walker Cup Team. Sam is also the 
holder of the oe Amateur Golf 
Championship and in his college days 
was a star basketball.player for St. 
Bonaventure. A. J. Diebold, Jr., is 
president of Forest Lumber Company, 
while Mr. Diebold’s other son, Wil- 
liam F. Diebold, is’ vice-president & 
treasurer. Forest Lumber Company, 
suppliers of all types of industrial 
lumber, is celebrating its 50th anni- 


-versary this-year. 
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‘INCINERATION 


_. the real answer 


Cheap gas for home heating 
is bringing a disposal prob- 
lem for a great number of 
households that, under. pre- 
vious conditions would have 
burned refuse in the coal fur- 
nace... For new homes, this 
creates an imperative need 
for a dependable incinerator 
built in with hopper door in 
the kitchen. For the older 
home that has converted to 
gas, there are several types of 
incinerator solution, all de- 
scribed in Donley literature. 





























Give your mason customers 
the added service of Donley 
Incinerator parts, Donley plans 
and instructions. Eight specifi- 
cations provide for everything 
from small cottage to large 
apartment or industrial plant. 
Donley hoppers, grates, doors, 
gas burners, etc., are of ad- 
vanced and practical design, 
with dependable quality. 
Write for booklet. 





The Donley Brothers }) 
Company ‘ 


13928 Miles Avenue 
Cleveland 5, Ohio 
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Spraying by Plane 
Our Future Crop of Timber 


INSURANCE 
FOR YOUR FUTURE NEEDS OF 
@ HARDWOODS 


@ WHITE PINE 
@ HEMLOCK 


DEFEND YOUR TRADE with 

















Dependable Quality 





OAK « BEECH 
ASH - PECAN 


In straight or mixed cars with air 
dried Yellow Pine Boards and Dimen- 
sion. Excellent manufacture, and 
service. 


For prompt attention on your needs 
phone or write 


Miller & Company, Ine. 


Hardwood & Yellow Pine Lumber 
SELMA, ALA: and JACKSON, TENN. 


Selma LD 9910 — Phones — Jectson 23761 


Burtp1inc Propucts MERCHANDISER 





MENOMINEE INDIAN MILLS 


Neopit, Wisconsin 
Air-dried QUALITY LUMBER Kiln-dried 





STRAIGHT CARS 
MIXED CARS 


including 
lumber, plywood, doors 


DOUGLAS FIR 
WEST COAST HEMLOCK 


Prompt (r] Dependable 
Shipment Values 
ms THE GRISWOLD LUMBER Go. , 


Vanufacturers and Wholesale Distributors 


FAILING BUILDING PORTLAND 4, OREGON 
Telephone ATWATER 8319 











AFFILIATED Carlton Manufacturing Co. L. H. L. Lumber Corp. 
CARLTON, OREGON CARLTON, OREGON 
MILL INTERESTS: 15 Million Feet Annval Cut 43 Million Feet Annvel Cut 
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Your bes? sales tool— the ABC 










finance plan. Ask us today. 


ABC 


BUOGET PLAN 


Orrices 
oa Stari the sale right; 
BIRMINGHAM ¢ don't quofe the fotal 
cost of the job... 
CINCINNATI quote the bit-by-bit 
COLUMBUS ¢ monthly payments 
DALLAS . 

DAVENPORT made possible by ABC 
DES MOINES — low-cost financing. 

DETROIT # 
HOUSTON & You'll close more 








INDIANAPOLIS 
KANSAS CITY 
LOS ANGELES 
MIAMI 
MILWAUKEE 
MINNEAPOLIS 


NEWARK 
OKLAHOMA CITY | 
OMAHA 
PHILADELPHIA 
PHOENIX 
PITTSBURGH 
PORTLAND 
ST. LOUIS 
SALT LAKE CITY @& 
SAN FRANCISCO = 
SEATTLE 
SOUTH BEND ° 
TAMPA 
TOLEDO 


= Property Improvement 
and Modernization 


deals on the spot, 
and for larger 


amounts. 


ALLIED 


BUILDING CREDITS 


INC. 


Financing Specialists 


General Office: Box 3426 Terminal Annex, Los Angeles $4 



























WILL NOT SHRINK 
STICKS AND STAYS pyjy 
——— es, 
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“Our sales of Dur- 
ham’s Rock - Hard 
Water Putty keep 
doubling, year after 
ear.” What’s more, 
urham’s Rock- 
Hard Water Putty 
ives you by far the 
st profit-margin on 






Water Putty 


chisel it, 





( Here's the one that \ 
WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repairs in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 





Most dealers report: (4 


any product of this” 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so regu- 
larly. Many patching materials may shrink 
fall out or c p off. Durham’s Rock-Ha 
oes not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
nt or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. *« Packed twelve 1-lb. cans or six 
4-1b. cans to case. Keep some of each on dis- 
play. Available in 25, 50, 100-lb. drums for 
industria] users. Order from your jobber. 





it WORKS BETTER. 





5) DONALD 
DURHAM 


The PLASTIC Repair Material 


in POWDER Form 
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D. G. McNair Vice-President, 
Temple Lumber Company 


Douglas G. Mc- 
Nair, general 
manager of the 
Temple Lumber 
Company, has 
been named vice- 
president and 
general manager 
of the company, 
whose main of- 
—* are located 
in ouston, it % : 
was announced D. G. McNair 
by Arthur Temple, Texarkana, presi- 
dent. 

The retail building materials con- 
cern operates 32 building materials 
yards strung throughout Texas from 
the Red River to the Rio Grande. 

Mr. MeNair served in the AEF in 
France as a Lieutenant in the Field 
Artillery. After the war, he returned 
to his home in Jackson, Miss., at 
which time he entered the retail lum- 
ber business. He later moved to 
Houston and became associated with 
Temple Lumber Company in 1927, 
where he became a well-known au- 
thority on the merchandising of build- 
ing materials. Mr. McNair started 
as a line yard bookkeeper in the com- 
pany’s general offices and later served 
as auditor and credit manager. In 
1936 he became assistant general 
manager, and in 1949 was named 
general manager of the 32 Temple 
Lumber Company yards. 
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Founder Directors of Masonite 
Corporation Honored 





M. P. McCullough 


D. C. Everest 
Three founder =e 
directors of Ma- 
sonite Corpora- 
tion and two 
members of the 
management staff 
were honored for 
their 25 or more 
years’ service at 
a dinner given at 
the Chicago club 
October 26. The 
directors are M. 
P. McCullough, chairman of the exe- 
cutive committee; D. C. Everest, vice- 
president; and Aytch. P. Woodson, 
secretary. Staff members are B. O. 
Anderson, treasurer, and Earl W. 
Hadland, manager of dealer sales. 

A group of 45, including several 
other directors, corporation officials 
and department heads, attended. Pres- 
ident Eugene Holland and vice-presi- 
dent John M. Coates presented awards 
to those honored for this long pe- 
riod of service. 

Present at the meeting more than 





A. P. Woodson 


26 years .~ when the original com- 
pany was formed, the founder direc. 
tors have served continuously. They 
are credited by Mr. Holland, in his 
annual report to the stockholders, as 
having played a major role in the 
growth and success of the company 
because of “their aid, counsel and for- 
sight.” 

Mr. McCullough has served Mason- 
ite Corporation as treasurer and 
president. He has been chairman of 
the executive committee since 1946, 
He also is a director of Masonite 
Company of Canada, Ltd., chairman 
of the board of directors of Employ- 
ers’ Mutual Liability Insurance Com- 
pany, and president of Alexander- 
Stewart Lumber Company. 


Mr. Everest presided at the first 
meeting of the men who founded the 
company and at that time was chosen 
director and vice-president. He has 
been chief executive officer of Mara- 
thon Corporation for more than 40 
years and currently is chairman of 
the board and president. 


One of the three men assigned to 
apply for a charter and drawing 
by-laws, Mr. Woodson was _ chosen 
secretary in 1925. He holds director- 
ships in more than 30 other compan- 
ies and is chairman of the board of 
Marathon Electric Manufacturing 
Corporation and president of Mosinee 
Paper Mills Company and Yawkey 
Lumber Company. 


An employee since 1925, Mr. An- 
derson has been treasurer since 1947 
and a director since 1948. 


Mr. Hadland started as office boy 
in 1926 and has advanced through 
various office and field positions. He 
has been manager of dealers sales 
since 1947. 


On the program were responses 
from the guests of honor and the 
premiere of a colored movie, “Mason- 
ite Magic at Ukiah,” taken at the 
company’s new plant in California. 


H. E. Heseltine, Copco Steel's 
New Vice-President 


Robert Carnick, 
chairman of the 
board of Copco 
Steel & Engineer- 
ing Company, De- 
troit, recently an- 
nounced the’ elec- 
tion of Harry E. 
Heseltine to the 
post of vice- 
president in 
charge of mark- 
eting all Copco 
building products. 

Mr. Heseltine is well known in the 
industry, and has been with one of 
the leading metal window manufac- 
turers for 35 years as head of its 
advertising and sales in Chicago, De- 
troit and Los Angeles. He is a mem- 
ber of the Producers Council, Manu- 
facturer Dealer Coordinating Com- 
mittee, and an Association Member of 
the National Association of Housing 
Officials. 

At Copco, he will supervise and co- 
ordinate all marketing activities on a 
nationwide scale, spearheading an 
aggressive program of expansion in 
the building field. 


H. E. Heseltine 
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FOR MORE g ¢& 


<9 
St ABE of \ S 
RECOMMEND et" & 
e pare to ventilate sidewalls 
and prevent condensation 
P* and moisture blistering. 
The new “LD” series Midget 
Louvers are especially 
designed for inside venti- 
lation or on the outside 
where structural charac- 
teristics shield the face of 
the Louver_from the 
elements.” 


All-aluminum “Midget” 
Louvers come in 5 conveni- 
ent sizes — 1, 2", 242", 
3” and 4”. 
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“MIDGET” LOUVER CO. 


NORWALK, CONNECTICUT 


6-8 WALL STREET 


Nee a anda and vee at ee 9 


BEHIND THE MILLS — THE CONNOR TIMBER STANDS 
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CONNOR 


LAYTITE” 


Maple and Birch Flooring 


in Cartons 
{or regular leagths ia bundles) 





Something new in 
"modern flooring 


M. F. M. A. SPECIFICATIONS 





Forest Products Since 1872 


lege} 5, fed: 
LUMBER and LAND COMPANY 
Marshfield, Wisconsin & 
Neyer sereeee 
OX 
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looking for 
something... 





. that’s hard to find? We suggest that 
you check the classified section of American 
Lumberman to find that piece of equipment 
or business for sale that you are looking for 
—or you may be looking for a good man to 
fill an important job! We will help you to 
find just what you have in mind by either 
running an ad for you or suggesting that 
you read the columns of ads found in the 
back section of each issue. 


... don’t forget that American Lumberman 
reaches some 25,000 interested persons every 
other Saturday in its nationwide distribu- 
tion. Check the classified pages for rates or 
send us your ad and we'll quote you our 
current rate, 























BuILDING Propucts MERCHANDISER 


NORTHERN 
WHITE PINE 


NORWAY 





RAINY LAKE LUMBER CO. Ltd. 


betes Offee: 
2020 Chicago Title & Trust Bldg. CHICAGO 2, ILL. 


Selling the Products of J. A. Mafthicu, Ltd., Rainy Lake, Ont. 





Whiting-Mead Co. of San 
Diego Ownership 


It has been reported that the stock 
in the Whiting-Mead Co., owned by 
the late Willis H. Mead, has been sold 
by the executors of Mr. Mead’s estate. 
This change in ownership of the Los 
Angeles corporation does not affect 
in any way the Whiting-Mead Co. of 
San Diego. 

On January 1, 1944, the manage- 
ment of the San Diego corporation 
purchased all the assets of the com- 
pany operating south of the San 
Diego-Orange County line. This pur- 
chase included exclusive rights to use 
the Whiting-Mead Co. of San Diego 
name in that area. 


COMPANIES ANNOUNCE 


Richard E. Johnson, formerly in the 
Worcester, Mass., office of Weyer- 
hauser Sales Company, has been ap- 
pointed resident sales manager for 
Pack River Lumber Co., Sandpoint, 
Idaho. He succeeds Ted Huetter who 
has gone to Spokane, Wash. to join 
the staff of William F. Stewart, sales 
manager for Pack River Sales Co. 
The latter firm manages sales for 
Pack River Lumber Co., Northwest 
Timber Co. of Gibbs, Idaho, and 
Thompson Falls Lumber Co., of 
Thompson Falls, Mont. 


W. V. Casgrain, president of Me- 
chanical Handling Systems, Inc., De- 
troit, Mich., announces the appoint- 
ment of S. C. Lloyd as sales manager 


of that company’s Pre - Engineered 
Division, covering all standard mate- 
rials handling equipment. This in- 
cludes standardized, fixed and por- 
table, horizontal and incline belt con- 
veyors; table and gravity conveyors 
and suspended rail conveyors for light 
and medium duty service. Mr. Lloyd 
was formerly associated with Rapids 
Standard Co., Grand Rapids, Mich., 
in various capacities including that of 
Regional Manager for the southwest- 
ern region. 


Samuel Soss, president of the Soss 
Manufacturing Company, recently an- 
nounced that Mark C. Stebbins, 6045 
Oakman Blvd., Detroit 26, Mich., had 
been appointed sales representative 
for Soss Invisible Hinges in the state 
of Michigan and Toledo, Ohio. Mr. 
Stebbins has been a manufacturer’s 
representative in that territory for 
25 years, and has a wide acquaint- 
ance among architects, building hard- 
ware contractors, hardware dealers, 
jobbers and furniture manufacturers. 
Mr. Stebbins will replace Lowell Myers 
who recently resigned. 


E. J. Parker, president of The 
American Hardware Corporation, New 
Britain,, Conn., manufacturers of 
builders’ hardware, has announced the 
appointment of C. W. Bostrom, Jr. to 
the post of director of advertising for 
all divisions of the corporation. Mr. 
Bostrom was advertising manager of 
Edwards Company, Inc., Norwalk, 
Conn., for 15 years. He is past pres- 
ident of the Western New England 
Chapter of the National Industrial 


Advertisers Assn., a director of 
N.I.A.A., a member of Alpha Delta 
Sigma, national honorary advertising 
fraternity and formerly was on the 
faculty of the Junior College of Conn., 
Bridgeport, Conn. He attended the 
School of Commerce, New York Uni- 
versity. Ebbe C. Anderson has been 
named advertising manager. of the 
P. & F. Corbin, Corbin Cabinet Lock 
and Wood Products Division of The 
American Hardware Corporation. An- 
drew Sataline has been named adver- 
tising manager of the Russell & 
Erwin and Corbin Hose Clamp Divi- 
sions of the same organization. 


Samuel P. Owen, advertising spe- 
cialist in the portable power tool in- 
dustry, has recently been appointed 
advertising manager of the Rockwell 
Tools, Inc., Columbus, Ohio. This 
firm, one of the nation’s leading man- 
ufacturers of hand saws and saw 
blades, was recently acquired by the 
Rockwell Manufacturing Company to 
augment its Delta Power Tool Divi- 
sion. Mr. Owen was formerly assist- 
ant advertising manager of Skilsaw, 
Inc.; and prior to his new appoint- 
ment, served in a copy, contact and 
planning capacity with Marsteller, 
Gehhardt and Reed, Inc., Chicago, ad- 
vertising agency for all divisions of 
the Rockwell Manufacturing Co. 

E. B. Gill was elected secretary- 
treasurer at a recent meeting of the 
Raymer Hardware Co., 180 E. Sixth 
St., Saint Paul, Minn. Mr. Gill suc- 
ceeds H. T. Mingaye, who has been 
with the firm for 24 years and is re- 
tiring in Florida. Mr. Gill has been 
associated with the Raymer Hardware 





TWIN HARBORS LUMBER COMPANY 


Aberdeen, Washington 


Manufacturers and Distributors of all 


WEST COAST WOODS AND SHINGLES 











a 35 


E. J. Linke, Pres. 





Lumber Corp., Carlton, Ore. 


Manufacturers 
Douglas Fir 
A Sustained Yield Operation 


Guy Haynes, V. P. Rn F 
Graham Griswold, Secy. & Treas. a 
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SAWHORSE BRACKETS 


SET UP OR TAKE DOWN 
WITHOUT NAILS OR BOLTS 


2” x 4” FOR LEGS 


Timesaver for anyone in the building trades 
EACH PACKAGE A COLORFUL COUNTER DISPLAY 








Nationally advertised to building 
trades workmen. Order from your 
distributor, or direct, if he cannot 
supply you. 


GRAND HAVEN STAMPED PRODUCTS CO. 
GRAND HAVEN, MICH. 
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The W. T. Smith Lumber Company, with one of its mills 
shown here, is a well known example of progressive, efficient 
operating methods. Selective cutting, conservation and em- 
phasis on quality has built this company into one of the 
South’s largest. 


Sixty-seven years of experience, modern plants and a 
permanent source of supply mean that you always will profit 
when you use the quality service and lumber production of 
W. T. Smith. 


Selective Cutting Assures Permanent Supply 





LUMBER CO. 


CHAPMAN, ALABAMA 





67 YEARS OF MANUFACTURING YELLOW PINE AND HARDWOODS 








in the service of 
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LUMBERMEN 


jalists in protection 
' Speci Sumber industry- 
© professional safety engineers. 


© more than 90 bran :; 
Coast to coast and an = offices 


Substantial dividends have been returned to 
policyholders since organization in 1912. 


Lumbermens || GUT CY 


Operating in New York state as 
Lumbermen's Mutual Casualty Company of Illinois 
James S$. Kemper, chairman ¢ H. G. Kemper, president 

Chicago 40 











CIRCULAR SAWS 
REPAIRED 


Worn out Inserted Tooth Saws retoothed like new 
to slightly less in ‘diameter. 


Only genuine Simonds Bits and Shanks used. 


Over 50 years’ experience 
J. H. MINER SAW MFG. COMPANY 
Meridian, Miss. 
The original Miner Service 


Write for free Lumber & Log Scale — Dept. A 











BuitpinGc Propucts MERCHANDISER 





For over 23 years our Company has spe- 

- cialized in the manufacture of Oak Floor- 
ing. Our Ozark Brand Oak Flooring is 
made from selected stock, properly sea- 
soned in Moore Cross-Circulation Kilns. 
Our plant is modern throughout and 
machine work unexcelled. 
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Ozark Brand Oak Flooring is expertly 
graded in accordance with NOFMA grad- 
ing rules. 


= 


Try Ozark Brand 
Oak Flooring 
You'll like it. 


THE OZARK OAK FLOORING CO. 
aS) eumuer 
EXTERIOR and 


SOU NDBIL INTERIOR 
DOUGLAS FIR PLYWOOD 
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SOUNDLY MANUFACTURED HOT PRESS PLYWOOD 


The illustration shows workers loading the hot press in the 
Puget Sound plant. Moisture-resistant “hot press" Exterior 
Douglas Fir Plywood is a specialty with us. 

"Soundbilt" Plywood is as carefully manufactured as any ply- 
wood can be. Every step in the manufacturing process is in 
accordanée with the latest accepted principles. Supervision is 
close and systematic. 

Make "Soundbilt" your standard in buying Douglas Fir Ply- 
wood. Consult us on your requirements today. 


Pucet Sounp Prywoop, Inc. 


Tacoma 2, Washington 


























Company since August, 1951, and was 
formerly associated with Economics 
Laboratory in Saint Paul as assistant 
treasurer & controller. He is 39 years 
old, and is a graduate of the Univer- 
sity of Minnesota School of Business 
Administration with two additional 
years of extension work. He also at- 
tended the St. Paul College of Law 
and graduated with a Bachelor of Law 
Degree. 


OBITUARIES 


STILLMAN FRED NORTON, 70, 
1913 Ninth East St., Salt Lake City 
Utah, died of a heart ailment while 
playing golf at Forest Dale Golf 
Course. Until his retirement in 1950, 
Mr. Norton was advertising manager 
of Morrison-Merrill and Company. 
For some time he lived in Ogden 
where he managed the Badger Lum- 
ber Company. In 1946 he moved to 
Salt Lake City. During his previous 
residence there he was employed with 
the Rio Grande Lumber Company, and 
the F. S. Murphy and Company. Mr. 
Norton was a member of the Salt 
Lake Lumbermen’s Club. 





Answers to What's YOUR 

Answer? 

Stop! 

1—The Rapids - Standard Co., Ine. 
Page 56. 


2—Certain items made from steel, 
copper and aluminum. For details 
see page 40. 


Read Questions on Page 52 


3—To keep displays neat and un- 
cluttered. Page 32. 


4—Barrett. Page 18. 


5—Capitol City Lumber Co.; Kardex. 
Page 23. 


6—Robbins Flooring Co. Page 67. 


7—R-B Roll-Off Truck Body. The 
R. B. Company, Kansas City. 
Page 86. 


8—Latchsets and locksets. Page 11. 
9—Please turn to Page 34. 
10—Yale & Towne. Page 6. 





FILE YOUR ENTRY IN 
BRAND NAMES CONTEST 
Continued from page 50) 





with which the store has com- 
bined institutional copy about 
brand names with straight 
product copy in its promotional 
material; and (3) the use and 
coordination of available local 
media in telling the brand 
story. 

Business volume or the size 
of a promotional and advertis- 
ing budget is unimportant. Last 
year’s winners included stores 
and outlets both large and 
small, representing cities and 
towns with populations rang- 
ing from 2,536 to New York 
City’s 8,000,000. 





HERE'S HOW MODERN 
MANAGEMENT BUILDS SALES 


(Continued from page 33) 





use of space and men. A lift 
truck is employed to handle 
not only dimension lumber but 
also insulation, wallboards, 
roofing and other bulky or 
heavy products. 

Notice in the photo how one 
building was especially de- 
signed to make the handling of 
these products economical. 
Large openings are placed so 
bulky, palletized loads can be 
set up on either the first or sec- 
ond floor by lift truck. 

Walker has recently com- 
pleted concreting the entire 
yard area, which he _ says 
“makes possible far more effi- 
cient use of both storage space 
and material handling equip- 
ment.” 

Based on his own improving 
profits and sales, Walker sug- 
gests “that most dealers can 
probably profit by improving 
and modernizing their adver- 
tising and display, their office 
procedures and their yard lay- 
out and material handling 
methods.” 





SINCE 1893 YOUR LUMBER SOURCE FOR 
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A FERGUSON LUMBER CO. 


Phone — Chestnat 8646 


St. Louis, Missouri 


Southern Pine 
Southern Hardwoods 
West Coast 


) ar will pay you to investigate the top quality 
j7 lumber products and service offered by W. T. Fergu- 
son Lbr. Co, You can’t beat Ferguson for value. 


Y ome Wire or Write Ferguson today for your lumber 


Woods 








KIRBY 
Lumber Corporation 


@ Yellow Pine 
Southern Hardwoods 


"A Wood for Every Purpose” 
KIRBY BUILDING 


HOUSTON, TEXAS 








| “Is It as Good as Kirby's?” 








TO 
INDUSTRIALS 
DEFENSE PROJECTS 
RETAIL LUMBER YARDS 


An Experienced Lumber Service 
That Knows the Producer's Prob- 
lems and the Buyer's Needs. 





“In the Heart of 











November 17, 1951, AMERICAN LUMBERMAN & 


AUTOMATIC 
GA UGE 


TANNEWITZ 


for Swing Saws 


SAVES | 


30 Days Free Trial 


$30 te $50 A MONTH 
IM LUMBER AND (ABOR 


ORDER -NOW OR SEND FOR 
CIRCULAR 


ei WORKS 


>RAND RAPIOS 
MICHIGAN 
OIPY 4 
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